








Siluer Theatre 


Sg 


BACKED BY FULL PAGE 
* COLOR ADS EVERY MONTH 


is 


Again glamorous Broadway and Hollywood Stars 
. . . leading off with William Powell . . . bring 


back radio's most successful dramatic program. 


NOTE NEW TIME: Sunday cvenings, 6:00 to 6:30 
Fastern Standard Time. 


41% GREATER LISTENING AUDIENCE 
EXTRA STATIONS, making a total of 49 + Radio half 


hours every week + Color pages every month, year 


‘round sell 1847 Rogers Bros. Silverplate for you. 


OPENING NIGHT OCTOBER 2” 


% 


Wedding 


xd too November 


Looking ahec 





Stations Broadcasting the Silver Oheatre” 


6:00 TO 6:30 P.M., E.S.T. 


Station City Station City Station City 


WOKO Albany WBNS Columbus WDBO Orlando 
WCAO Baltimore WHIO_ Dayton WCAU Philadelphia 
WEE! Boston WIR Detroit WJAS Pittsburgh 
WGR-WKBW Buffalo WDRC Hartford W PRO Providence 
WBT Charlotte WMBR Jacksonville WHEC Rochester 
WKRC Cincinnati WQAM Miami WDAE Tampa 
WGAR Cleveland WABC New York WJSV Washington 


WJNO West Palm Beach 


5:00 TO 5:30 P.M., C.S.T. 


WADC Akron KTRH Houston WWL New Orleans 
WGST Atlanta WFBM _sIndianapolis KOMA Oklahoma City 
KNOW Austin KMBC Kansas City KFAB Omaha—Lincoln 
WBBM Chicago WHAS Louisville KMOX St. Louis 

KRLD Dallas WREC Memphis KTSA_ San Antonio 


KRNT Des Moines WISN Milwaukee KTUL Tulsa 
WCCO Minnapolis—St. Paul 


4:00 TO 4:30 P.M., M.S.T. 


KLZ Denver KSL Salt Lake City 

3:00 TO 3:30 P. M., P. S.T. 
KNX Los Angeles KIRO _ Seattle KFPY Spokane 
KOIN Portland KSFO San Francisco KVI Tacoma 











1847 ROGERS BROS. 


America’s Finest Silverplate 























NOW READY —A COMPLETE LINE OF 
SPLIT-PROOF WATCH STRAPS 
REGULARLY EQUIPPED 
WITH KON-ITE 
%» BUCKLES AND 
KEEPERS 




















All SPLIT-PROOF 
watch straps, the 
regular flat type and the 
Stitchless as well as the famous 
Tubular, are now regularly equipped 
with the sensational new non-metallic cor- 
rosion-proof KON-ITE Buckles and Keepers. 

SPLIT-PROOF watch straps are made of the finest 
leathers, in all standard colors and white, 


with KON-ITE Buckles and Keepers to match. 


PATENTED AND MANUFACTURED ONLY BY 


A. SAUER & CO. 


MAIN OFFICE AND FACTORY: 
439 RACE ST., CINCINNATI, OHIO 
New York Office: 724 FIFTH AVE., N. Y. 
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qourmnolin® 


N this exclusive portrait, Miss Lee wears tourmalines—the 
alternate birthstone for October—mined in San Diego 
County, Calif. Necklace and bracelet, made of green karat 
gold, are set with dark green emerald-cut gems, and the ring 
has two square-cut tourmalines. The jewelry was loaned by 
Max Strasburg, Hollywood, and made by Walter Lampl, N. Y. 
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Stee the beginning of history 
selling has always been regarded by salesmen as the world’s 
greatest “guessing game” because not one of them in a 
thousand can tell you which word or which sales tech- 
nique makes a prospect buy. 

They merely unload their entire sales barrage, trusting 
that by chance they will say and do something that will 
“click” with the other person, and make them buy. This 
is hit and miss selling—the kind fast disappearing, in favor 
of “tested selling.” 

Ten years ago, when I founded Tested Selling, Inc., | 
found as a newspaperman that goods won’t sell them- 
selves. That the best-looking dotted line won’t sign it- 
self—without the intelligent support and persuasion of a 
salesman. 

Upon making tests in department stores of Baltimore, 
I found along with Mr. Merchant and Mr. Manufac- 
turer that upon what the salesperson says and does as he 
faces his customers, depends to a great degree the volume 
of business all of us would do! 

I quickly discovered, too, that by giving salespeople 
ready-made selling sentences and techniques to take the 
place of spontaneous sales language, more sales resulted— 
and the smoke from factory chimneys increased in direct 
ratio to the effectiveness of these “Tested Selling Sen- 
tences” with their ‘“Tested Techniques.” 

A “Tested Selling Sentence” is one that has been found 
to make customer after customer in sale after sale, re- 
spond. Our libraries to date contain upward of 105,000 
of these word combinations with their techniques, repre- 
senting about 200 different businesses and 5000 different 
products. 

These have been actually tested on nearly 19,000,000 
people by such of our clients as The Hoover (vacuum 
cleaner) Company, The Texas (oil) Company, Johns- 
Manville, Hotels Statler Company, R. H. Macy & Com- 


pany, and other organizations which realize the real 


Elmer Wheeler is shown in typical selling situations which demon- 
strate his ‘‘sizzle’’ technique in these stills from “Word Magic,” 
produced by Industrafilm, Inc. Top to bottom: First—A defeatist 
salesgirl, having muffed a cosmetic sale, moans, “People just ain't 
got any money these days.” Second—A sputtering platter gives proof 
to Wheeler’s nucleus idea: “It’s the sizzle that sells the steak—not 
the cow.” Third—The soda fountain man asks, ‘Will you have one 
egg, or two, sir” in line with the suggestion, “Don’t ask if—ask 
which!” Fourth—“Yes, Madam, it’s square, and it won’t roll’ con- 
veys a selling appeal, in tune with ‘Don’t write—telegraph!” Fifth— 
A smile and “Will you have a five-cent shine, or one of my good 
ten-cent shines?” brings in a dime 
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control of their cash registers is in the hands of their 
salespeople. 


Here are some examples of “tested selling sentences” 


“Are you in the open much?” (Cosmetic attention-getter.) 
“This thread is waxed and won’t twist while sewing.” 

“It won’t rub off.” (White shoe polish.) 

“They won't roll when dropped.” (Square clothespins.) 
“The kind the REAL Indians wear.” (Indian moccasins.) 
“It won’t unravel in the mouth while smoking.” (Cigars.) 
“Quick relief.” 


They are simple sentences, behind each one of which 
is sales philosophy. Every sentence was tried along with 
many others, and proved to be a better attention-getter, 
sales exciter, or sales closer than any other combination of 
spoken words. 

Fancy words, like fancy shirts, attract too much atten- 
tion to the owner—not to the product or sales idea. Simple 
sentences, like simple people, get places because they will 
do two things: 

1. Tell the customer a benefit he will get. 
2. Give dramatic proof of that benefit. 

“Have you ever used a scientific tooth brush?” caught 
the attention of hundreds of women in four New York 
department stores, and within three days’ time each store 
—for the first time in its history—was sold out of all 
tooth brushes. 

“Have you ever used the smoker’s tooth paste?” with 
its follow-up statements and techniques sold a 3-months’ 
supply of Bost tooth paste in one Ohio drug chain within 
one week’s time. 

When the bar men at Hotels Statler let you pour your 
own drinks, they get from 75 cents to $1.00 more per 
bottle because when you pour a drink you do not “rim” 
the glass and this saving on the top of each glass amounts 
to plenty per bottle. 

“Have you been with us recently, Sir?” is used by 
Statler bellmen to find out if you are a first-timer, so 
they will be guided in whether or not to tell you about 
the many Statler features in your room. 

The Texas Company used a single “Tested Selling 
Sentence” to introduce their new Texaco oil two years 
ago, and their 45,000 dealers got under 250,000 hoods 
in one week’s time—exposing themselves to this much 
business ! 

We have found after analyzing 105,000 word combina- 
tions and techniques and having tested them on 19,000,000 
people that the “canned”’ sales talk is not as effective as 
the “planned” sales talk which is made fool-proof through 
intelligent pre-testing in the field under normal selling 
conditions, to make the statements scientifically defensible ! 
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ELMER WHEELER 


by ELMER WHEELER 


Author of “Tested Selling Sentences” 


(From his address before the A.N.R.J.A. convention 
in New York, August 31, 1938.) 


During those years of building the world’s first and only 
word laboratory wherein sales talks are manufactured 
and then tested, I have often been asked for our copyright 
formula in putting words together into sales presentations. 
I have often thought of some interesting way to present 
this formula, and offer it to you now as follows: 


1. “Don’t Sell the Steak—Sell the Sizzle!” 


The sizzle has sold more steaks than the cow ever has, 
although the cow is, of course, mighty important. Hidden 
in everything you sell are sizzles. The sizzle is the best 
selling argument. It’s the bubble in the wine; the tang 
in the cheese; the whiff in the coffee. 

Look for the sizzles in your sales package and use them 
first to get the sale started—so you will have a chance to 
follow through. 

The first thing the prospect asks himself about what 
you are selling is, “What will it do for me?” You must 
put on a pair of “sizzle specs” and look at your product 
through his eyes so you can answer this big question. 

Being able to say “you” instead of “I” is what I call 
“YOU-ABILITY.” By developing “You-ability” you 
soon learn how to find sizzles and how to fit them to each 
prospect in tailor-made fashion—and in the order of what 
the prospect, not you, considers important! 


2. “Don’t Write—TELEGRAPH!” 


By this we mean get the prospect’s immediate and 
favorable attention in the fewest possible words! 

Your first 10 words are more important than your 
next 10,000—for you have only 10 short seconds to catch 
the fleeting interest of the other person and, if your first 
message doesn’t “click,” the prospect leaves you mentally 
—if not physically! 

Therefore, the second ear-mark of a successful presenta- 
tion with “tested selling sentences” is to make every word 
count by using “telegraphic” statements because you have 
no time for long “letters.” 

People form snap judgments and make up their opin- 
ions about you during the first 10 seconds and this affects 
their entire attitude toward what you are selling. 


(Please turn to page 103) 





























William Gibson 


Welcome, Retail Jewelers! 


66 FRIENDLY invitation from a friendly association.” 

This means you. And, if you will take my word for 
it, it will be the most valuable convention you ever at- 
tended. We have decided to cut out the convention big 
wig talkers—men who talk on every subject under the 
constitution, except the jewelers’ problems. 

Most jewelers, and certainly most credit jewelers, are 
deeply interested in advertising. This has been one of 
their outstanding contributions to the industry. Formerly 
it had been the custom to have some advertising man 
tell a story on why you should advertise. Well we all 
know that now, so let’s have someone show us how to do 
it better. 

We intend having a whole meeting on Monday afternoon 
on this subject. It will consist of good speakers, who will 
show you what pulls in an ad, and how to build one. We 
will have large ads blown up and demonstrate how they 
can be improved. In fact we will have the “Bridge” 
method for evaluating the effectiveness of credit jewelry 
advertising, which you may use to test ads before you 
ever use them. This method will be presented free to 
jewelers attending this meeting. 

Our new diamond book to boost sales, will be on dis- 
play, for the first time. Over 100,000 were sold before we 
went to press. It is a four-color job that we think is as 
fine a piece of work from any point of view you ever saw. 


It is applicable to cash or credit stores, diamond importers, 


wholesalers, etc., and is being sold at our cost price. No 
jeweler could expect to approach the price by making it 
himself. And if you don’t think the diamond business 
needs a stimulant, you don’t know your diamond business. 

Our usual College Inn dinner, Sunday night, will be a 
feature, and the banquet, the last night, will be held in 
the banquet hall where we will have plenty of space. 

Our program will be topped by Ted Fio-Rito’s nationally 
known orchestra. Can you beat it? 

As usual, our exhibitors are more numerous and will 
fill the hotel to capacity. Never will you have such a 
golden opportunity to see such a variety of jewelry and 
allied lines. Every one confidently expects to do an enor- 
mous business due to jewelers holding off so long. 

Yes, and we will have our famous bunco party for the 
ladies, with plenty of prizes. 

Bring your party and loosen up your smile muscles. 
They will get plenty of exercise. 


President, National Association of Credit Jewelers. 
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(2th Convention 
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By air, rail, water and highway 
upwards of 5000 in the jewelry trade are expected to 
make the pilgrimage to Hotel Sherman, Chicago, which 
will be the Mecca of the National Association of Credit 
Jewelers during the 12th annual convention, Sunday, 
Sept. 11 to Thursday, Sept. 15. 

Advance reservations indicate a 50 per cent increase in 
retailer attendance, and almost all available display space 
has been taken for the trade show, which will afford alert 
jewelers a first crack at the merchandise which will be 
seen for the first time west of New York. 

This year’s program differs greatly from past trade 
association convention programs in that the speakers have 
all been selected for their affiliation with the trade. Only 
subjects pertinent to the operation of credit jewelry stores 
will reach the floor of the convention. 

Probably the most outstanding feature of the formal 
program will be a symposium on advertising, to be held 
at the Monday afternoon session, Sept. 12, directly after 
the address of welcome is made by the popular president, 
William Gibson, of Cole & Young Co., Chicago. 

The subject will be outlined by Lansford F. King, 
advertising man of Philadelphia, Pa., after which Harry 
P. Bridge, advertising counsellor, also of Philadelphia, 
will present the “Bridge 100-point System,” a book he has 
written, based on his system for the evaluation of credit 
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jewelry advertising. Copies of this study are to be avail- 
able for distribution at the session. 

A practical demonstration of the merits and demerits 
of credit jewelry advertising will be made by Mr. Bridge, 
using large “blow-ups” of material which will illustrate 
points to be stressed. This clinic promises to be of real 
value to all who want to realize most for their advertising 
dollar, for Mr. Bridge is scheduled to speak for fully an 
hour and a half, explaining in detail his system and show- 
ing just how it may be used as a yardstick for individual 
advertisements. 

At this same session the NACJ diamond promotion 
plan will be presented to the membership for the first 
time. The response to the first announcements of the pro- 
duction of “The Diamond Book,” an attractive four-color 
booklet, about a month ago, was most encouraging as 
orders poured in for thousands of these. The advantages 
of the NACJ mat service will also be explained. 

The Tuesday afternoon session, Sept. 13, promises much 
of interest, for A. K. Shipe, of Washington, D. C., asso- 
clation counsel, will discuss legislative matters, with at- 
tention to optical problems. 

Wednesday afternoon, Sept. 14, will be devoted to 
round table discussions on the following topics: Credits 
and collections, sales promotion, store administration, in- 

(Please turn to page 105) 
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J. Frank Newman 


Greetings, N. A. C. J. Exhibitors! 


REETINGS, and a hearty welcome to our twelfth an- 
nual convention and exhibition. It’s a long step back 
to ten years ago, when, in 1928, I took over the office of 
executive secretary of the National Association of Credit 
Jewelers and prepared for my first exhibition, that at West 
Baden in 1929. Many things have happened since and 
many firms have come and gone but I am pleased that not 
only have most of the jewelry manufacturers weathered 
the heavy depression, but have remained loyal to the as- 
sociation. The steady growth of the association during 
the past ten years both in strength and in numbers can 
be traced directly to the full cooperation of the manufac- 
turers, importers and wholesalers. 

I dare say that no one in the association, with the ex- 
ception of myself, knows just how much this cooperation 
means to the association’s welfare. It is through your help 
that we have been attracting more and more retailers to 
the convention. It is through your help that they now look 
upon our convention not only as a place to exchange ideas, 
but a place where they can see and study the newest in 
jewelry merchandise, and best of all, where they can in- 
telligently purchase merchandise for their fall and holiday 
trade. 

It is my personal belief that this feeling will become 
ever greater and that in the next ten years we can look 
forward to our annual convention as being the most im- 
portant event in the jewelry trade and one of the season's 
sreatest buying weeks. 

This year, no effort has been spared to make the ex- 
hibitors comfortable and happy. We have gone to great 
pains to decorate the mezzanine and the grand ballroom 
at Hotel Sherman. The air conditioning has been improved 
as have the reception and sleeping rooms and I have the 
assurance of Messrs. Ernest Byfield and Frank W. Bering 
of the hotel that their entire staff will be at your disposal. 

At this writing, the advance retailer registrations are 
far ahead of last year and there seems to be no question 
that our all time high attendance record of last year will 
be broken. These retailers are willing and anxious to buy 
new merchandise. You are willing and anxious to sell it 
to them. This is your big chance to get together for a 
splendid holiday business. 





Executive secretary, National Association of Credit 
Jewelers. 














FORMULA FOR JUDGING 


by ROBERT E. GROVE 


Manager of a Finlay-Straus, Inc., 
jewelry store in New York City 


p roperly to appraise the risk involved 
in any credit sale a man needs three assets—experience, 
knowledge of special local conditions, and common sense. 

It would be wise for a jeweler without experience in 
credit work to consult with his local credit bureau. 
They can give you the benefit of the knowledge they 
have gained in handling credit inquiries concerning the 
same kind of people that you will have as customers. 

They will tell you for instance that employes of cer- 
tain departments in the city and state government are 
doubtful risks and should be checked very carefully; or 
that certain types of professional men, or certain other 
occupations are questionable risks, and the like. This 
does not mean at all that you are to regard such people as 
undesirable customers; merely that you are to make 
doubly sure that you get correct information from them 
and that you check it very carefully. 

The credit bureau will also tell you of any organized 
frauds that may have been attempted in your community 
recently. This is an important point because if there 
are any clever people who attempt this sort of fraud at 
work in your city, they are apt to call on a jeweler who 
has just announced credit privileges for his customers. 

With this practical help and with your own knowledge 
of your community, its people, its larger firms, and the 
like, you are in a position to pass credit intelligently on 
almost any application brought before you. If you are 
careful and you feel your way along you will gradually 
acquire the knack of spotting the cases that require care- 
ful analysis and a close check. 

The percentage of cases of this kind is very small, for 
which we can all be thankful. Most of your sales will 
be such that as long as you handle the details of the appli- 
cations properly you can approve them almost as a mat- 
ter of routine. 

In last year’s articles [JEWELERS’ CIRCULAR KeEy- 
STONE, Feb.-Ap:il, 1937] it was mentioned that you 
should ask yourself three questions in considering an ap- 
plication. They are as follows: 

1. Does he intend to pay? 

2. Is he able to pay? 

3. Have I enough accurate data to enforce collec- 
tion or return of the merchandise if he fails to pay? 


1. Does He Intend to Pay? 


There are only two types of cases when you would 
answer the first question in the negative. One is that of 
an attempt at fraud, possibly by a “fixed-up” set of in- 
formation, or by a faked identification. The other is 
that of a person who runs up bills all over town, buying 
beyond his income. 

About the only sure way of detecting the first type is 
to have an investigator check the information by a per- 
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CREDIT SEEKERS 


sonal visit. You can have this done by your credit 
bureau for a nominal fee. An example of this kind of 
application is illustrated on the opposite page. 

Note that the credit clerk jotted down on the blank 
that the customer insisted if there was to be any elab- 
orate investigation he did not want to make the pur- 
chase. The investigator’s report shows why. Instead 
of having lived in the house for years he was there several 
weeks in a furnished room. The place of business was 
a small sto:e instead of a large firm and the owner was 
a friend of the customer. 

This particular case may seem like a rather clumsy 
attempt. It is. But such attempts succeed every day 
in the week due to carelessness or a trusting disposition 
on the part of the storekeeper. Thoroughness in handling 
each application and an outside investigation whenever in 
doubt afford the only protection against fraud. 

The other type of case mentioned does not require any 
elaborate work at all. A telephone call to your credit 
bureau, and their report gives you all you want to know 
in a few minutes. As you look at the list of outstanding 
bills owed by such individuals, marked “slow-pay,” “P & 
L,” etc., you can thank your stars that you had the fore- 
sight to join your local bureau. 


2. Is He Able to Pay? 


The answer to this question depends in the main on 
two factors—the stability of the customer, and his in- 
come. 

A man’s stability from a credit point of view is de- 
termined by the details of his home add:ess, his employ- 
ment, his bank account if any, and his accounts in other 
stores. 

Taking an extreme case, a man living in a furnished 
rcom, with no relatives in the city, with a record of fre- 
quent changes in address, showing an employment record 
of just a few months on his job, and with no bank ac- 
count is certainly not what you would call stable. He 
may be honest, he may have the best of intentions, but the 
hazards are too great on all three important factors of 
the application—(1) the hazard of his moving without 
notifying you; (2) the hazard of his losing his job; (3) 
the hazard incurred when there are no relatives or per- 
manent friends whereby you might locate him. 

The other extreme would be that of a young man 
living for years with his parents, working for several 
years on one job, with a small bank account, and with 
several close friends and relatives living elsewhere in the 
same city. He has stability in every particular that is 
important to you. ° 

Of course you don’t often meet extremes. In practice 
you encounter modifications of these two types and your 

(Please turn to page 100) 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1938 
























gtar photo 


INVESTICATOR'S REPORT 


DATE__July 2-1938 
FIRM__Patterson Jewelers, Inc. of New York City 





NAME__James E. Smith bo 
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Loss to the jeweler prevented by 
Credit Bureau detection of a bad risk. 
Left—the application for credit hints 
trouble, for the applicant warns he 
will cancel if investigation embarrasses 
him. Above—what the Credit Bureau 
finds when it checks the references. 
This is the third in a series of articles 
designed to help the jeweler in his 
every-day credit work. The conclud- 
ing article will appear in an early issue. 
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Eighty-seven per cent of all merchandise 
is sold through sight. 

One cannot over-emphasize display, for it has more 
power than any other form of advertising. In no other 
way can we show the actual merchandise in all its minute 
detail, its true size, its fascinating color and its intriguing 
beauty, which is the very soul of jewelry. 

Our exquisite works of art are the desire of all man- 
kind, and so it is up to the jewelry merchant to surround 
them with an air of charm, splendor and intimacy, and so 
convert desire into sales. 

I know of no better way of creating such an atmosphere 
for jewelry than the small, personal window. 

The debut of the personal window in your community 
will create favorable publicity for your establishment. 
Secondly, you will be giving your merchandise a setting 


in its proper proportion. ‘Thirdly, a minimum of stock 
is needed in such a display to give it proper balance and 
harmony. And lastly you will dramatize the merchandise. 

Only by the individual treatment afforded by small, 
personal windows can the intricacy of design and crafts- 
manship of fine jewelry be shown to its greatest advantage. 

Sensing the need for small display windows back in 
1934, I began to reduce the size of the windows at Hess 
& Culbertson. Prior to this time we had 16 display win- 
dows, each one of which averaged 96 inches wide, 42 
inches deep and 84 inches high. Each window contained 
a 12-inch cloth valance, so the display opening was 96 by 


72 inches. 

Realizing that windows of this size were not properly 
adapted for the display of jewelry, we began to scale them 
down to an average width of 72 inches, and installed 
false ceilings that reduced their height to 60 inches, thus 
bringing the source of light (electricity) 24 inches closer 
to the merchandise. This resulted in much more effective 
illumination. 

To put this false ceiling in our windows without a 
costly expenditure for changing our plate glass, we had 
a “valance’’ painted on the glass, blocking down the visual 
window opening to 72 inches wide and 48 inches high. 
And by removing the leaded glass backgrounds and in- 
stalling new backgrounds of wallboard construction, we 
made the display area shallower by six inches. 


Then we were certain we had the ideal size for a 
jeweler’s window, not only from the standpoint of more 
efficient lighting, but because the merchandise began to 
look more enticing, and was displayed more effectively. 


But time moves on. Ideas change. We improve ways 
of merchandising. Now we have come to the time and 
need of the small personal window. 


By further alteration of one of our windows to this 
newest style, we have even doubled the advantages from 
the first reduction. 


Our first personal window, for diamonds, was installed 
May 15, as the first of its kind in St. Louis, Mo. 
This window, 64 inches wide, 27 inches high and 18 


inches deep, was converted from one which was 78 inches 
(Please turn to page 99) 


You can have vitally modern, intimate display attractions by 
‘scaling down” your present traditionally dimensioned large 
show windows, as explained by the working drawings on 
the opposite page. On this page appear two installations ir 
the first “personal” window in St. Louis, installed by Mr 
Peters for the Hess & Culbertson Jewelry Co. This window usec 
to be 84 inches high and 42 inches deep. Now it is eye-leve! 
above the sidewalk, and 18 inches deep 
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Paris Jewels Are Large 


Below, a king's ransom as shown by Ostertag, Paris. From 
top down, clip of rubies and round and baguette dia 
monds; necklace of round and baguette diamonds and 
rubies; double clip combining round and baguette dia- 
monds; three rings of platinum, first with baguette and 
round brilliants and rubies, second with round and baguette 
diamonds and invisibly set rubies, and third with sapphires 
and diamond “nail heads,’’ and a massive bracelet made 
with round and baguette diamonds and sapphires. Right, 
yelow gold, gem-set watch bracelet created by Marchak 
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by JUNE HAMILTON RHODES 


of the Jewelers Publicity Committee, 
just back from Paris 


The Royal visit, the official term 


for the recent event which united the 
interests and the purposes of France 
and England, is over. The repercus- 
sions of the visit will continue in- 
definitely. 

First, there have never been such 
preparations in decoration, in social 
events and in pomp, ceremony and 
pageantry since France became a re- 
public. 

It gave occasion for the most ele- 
gant dressing and the jewels worn by 
the queen were rivaled by those worn 
by the most distinguished ladies of 
France. 

The night at the opera was an oc- 
casion never to be forgotten. The 
queen wore the Kohinoor diamond in 
her tiara and an incredibly magnifi- 
cent diamond necklace, bracelet and 
rings, of course. 

Ladies wore diamonds and _tur- 
quoise, diamond and emerald and dia- 
mond and ruby shoulder straps with 
their low-cut gowns. They wore long 
pendant earrings with their high- 
brushed hair, and many new flower 
motifs were worn in the hair, and as 
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Gold and rubies make a distinguished jewel en- 
semble to wear with dinner clothes. The round 
clip. earrings have a band of square cut rubies 
through the center. The large clip has an enamel 
background and a flower and leaf design in gold 
and rubies. The casual effect of the bracelet is 
achieved by the clever execution of a loose knct 
design in gold and rubies. Below, clip made of 
diamonds, rubies and platinum by Broudarge, Paris 





decorations. 


attractive corsage 

The queen is never seen in the day- 
time without her two faultless strands 
of pearls and her pearl earrings. 

Tiffany and Cartier showed pearls 
in their windows the days I shopped 
the Rue de la Paix. 

Every jewelry store of note, in 
Paris, showed gold jewelry for day- 
time. 

You will be interested to know that 
uniformly, as if by royal edict, every 
show window was done in marron 
(chestnut) colored velvet, the entire 
window and the display units. Gold 
looks particularly well with this back- 
ground. Paris believes in gold and 
they are selling quantities of it. 

Paris calls gold a daytime fashion 
and no one in Paris thinks that it, 
in any manner, cuts into the platinum 
and diamond business. The French 
merchant is always clever and he 
looks ahead. “‘A new field for busi- 
ness,” is his comment ; ‘“‘we do not in- 
tend to let it die.” 

There are beautiful necklaces of 
emeralds and rubies and diamonds, 
and new treatments of diamond col- 
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lars with modern pendant movements. 

There are new earrings in gold, in 
diamonds and_ colored precious 
stones. 

Floral designs in actual reproduc- 
tions and in modern conventionalized 
designs still capture the imagination 
of Paris. 

Jewelry pieces are large, important 
and exciting. 

High hair brings back the necklace. 

Hair pins, hair combs and barrettes 
are being sold in Paris and they have 
jeweled details. Hat pins are sold 
by all jewelers. 


Charms are still shown  every- 
where. 
There are new combinations in 


bracelet watches, in the less expensive 
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Jewelers Publicity Committee photo 


class and the best jewelers are show- 
ing many new and beautiful innova- 
tions. Shoe buckles were shown and 
tiny jeweled butterflies, poised for 
flight, for hats, coats and even hair 
ornaments. 

I had dinner with Mr. I. H. 
Lapidus, THe JEWELERS’ CIRCULAR- 
KEYSTONE Paris correspondent, and 
Mr. M. G. Chaumier, the president 
of the Paris Jewelers’ Chamber of 
Commerce, the night before I sailed. 
They are anxious to cooperate with 
our Jewelry Publicity Campaign in 
every manner. 

Mr. Lapidus is publishing a quar- 
terly jewelry magazine for design pur- 
poses and giving free designs with each 

(Please turn to page 79) 








Without sending collectors 
or threatening legal action, 
Gensler-Lee has reduced its 
losses to 1.5 per cent. “The 
time for relentless though 
legal collection methods is 
past,” says this organization 
whose creed is Friends First 


Right — The Gensler-Lee jewelry store 
at 2578 Mission St., San Francisco, a 
typical recent installation, which is prac 
tically duplicated in the Pasadena store 








“No Collectors’ 


4d 
= can’t build a credit business 


on closed accounts,” declared Ralph C. Lee, of Gensler- 
Lee, Jewelers, San Francisco, as we sat down to talk 
about that organization’s somewhat unique method of 
handling installment collections. ‘That is why we have 
a good will building collection policy which, among other 
things that are different, does away with outside collec- 
tors. That is why we persistently say to our office man- 
agers and credit personnel: ‘Be over liberal rather than 
under liberal and arbitrary. Look after the customer’s in- 
terests first—even if it costs us money. Go the limit to 
avoid closing an account. It costs a considerable amount 
of real money to open them; don’t throw it away.’ 
Before reporting the high-lights of our conversation, a 
few facts concerning Gensler-Lee are in order. This or- 
anization operates 16 popular-price str d stores: One 
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Like star dust on the map of 

the Golden State, as well as 

adjacent Reno, are the 16 
Gensler-Lee jewelry stores. 





64 THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1938 














tional purchases, weekly installments are preferred. Fifty- 
five per cent of the organization’s contracts are made on 
that basis. 

There is a fixed term installment schedule: Six months 
on amounts up to $40, eight months on amounts up to $80, 
10 months on amounts up to $175, and 12 months on 
any higher amount. The average down payment is be- 
tween 10 and 12 per cent, the store managers being re- 
warded for building up that percentage. 

“Our collection practices tie in closely with our gen- 
eral policy,” continued Mr. Lee. “Collections are natu- 
rally easier if the customers remain satisfied with their 
purchases. To that end, we stock nothing but nationally 
known high-standard merchandise. So-called long shot 
items are never considered; they require over-insistent 
selling methods which we do not tolerate. In short, we 
sell only such merchandise as we can guarantee—with the 
hacking of the manufacturer. 

“High-pressure selling, once a companion curse to 
strong-arm collection methods, often results in lack of 
continued enthusiasm over the purchase and a corre- 
sponding self-justified lag in meeting scheduled payments. 
Strange as it may seem the policy of creating good will 
through taking proper care of customers has not always 
been universally applied to the retail credit business. 
Time was when salesmen were allowed to get the name 


over the telephone. They have neither threatened nor used 
legal methods to enforce collections. When an account 
reaches the “limit” stage, which will be explained later 
on, they take the loss without exposing themselves to crit- 
icism, unjust though it may be. Office managers are never 
allowed to forget that the organization’s first objective 
is to build good will. They are told to “lose a sale and 
make a friend” rather than “make a sale or collect a bal- 
ance and lose a friend.” The time for permitting sales- 
men to in any way express resentment when failing to 
make a sale has definitely passed. Likewise, the time for 
using relentless though perfectly legal collection meth- 
ods has been outlived. 

The Gensler-Lee policy of fostering good will in every 
contact with the public begins with the routine of han- 
dling applications for credit. They are all cleared through 
iocal credit bureaus. The applications of young people 
who have not as yet established their credit get special at- 
tention. Decisions in such cases are based largely on the 
attitude of their parents toward financial obligations—if 
such information is available. It is admitted that some 
injustices result from this practice, but in most instances 
it is a case of like parents, like children. 

“Here’s a point of special interest,” continued Mr. 
Lee. ‘We never actually say ‘no’ to applicants when the 
credit bureau report is unfavorable; we pursue a course 


Policy Cuts Credit Losses 


on the dotted line by making wild claims and promises, 
if necessary, and credit managers were expected to get the 
money in one way or another.” 

For more than five years Gensler-Lee has followed the 
policy of contacting installment customers only by mail or 


of persistent discouragement and raising the installment 

conditions until they themselves abandon the idea of buy- 

ing—at least from us. In some instances, where an appli- 

cant comes clean and tells the story of his credit difficul- 
(Please turn to page 87) 


Inside the Mission St., San Francisco, store of Gensler-Lee. 
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by EUGENE C. BARTH 


Name of brand is the principal 
consideration, with price and styling sharing next equal 
importance in the sale of clocks at Charles Mayer & Co., 
29 W. Washington St., Indianapolis, Ind. Customers 
and sales organization alike have been schooled in the 
importance of assured quality in nationally advertised 
products. 

Price is never subordinated to quality either in the 
advertising or over-the-counter selling methods of the 
store. 

Since Charles Mayer & Co. is catering to a clientele 
comprised as a whole of middle, upper-middle and higher 
income classes, this conservative, though persistent, policy 
has proved itself a good one for the clock and watch 
department, which shows substantial yearly gains, accord- 
ing to Louis W. Schneider, watch and clock manager. 

Smart store arrangement makes for quick and easy 
access to the clock department which is augmented by an 
excellent repair service. It is located a few steps inside 
the entrance on the main floor. When a clock is sold, 
assurance is at once conveyed to the customer that the 
company’s interest in the merchandise has far from ended 
but has just begun. The salesman stresses the need of 
proper care and regular service check-ups. In close touch 
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@ Windows such as this pay tribute to 


with its customers, the clock department, integrated with 
the repdir department, is in a justifiable position to recom- 
mend the replacement of old, unserviceable clocks with 
fine, modern timepieces. This personalized method, cou- 
pled with advertising, is the basis of replacement sales. 

Recognized as a home necessity, the clock is generally 
purchased by a woman. It has been held consistently true 
that women are preponderantly the clock buyers, regard- 
less of whether the clocks are for gift or home use. Men 
will buy them occasionally, but then primarily for gift 
purposes, according to Mr. Schneider. 

An analytical break-down of purchase prices of clocks 
reveals interesting percentages of total yearly sales. The 
$1 to $5 group totals 30 per cent, while the $5 to $10 
classification adds up to 37 per cent. In the $10 to $20 
field, 18 per cent is shown; the $20 to $30 listings un- 
cover 7 per cent and the $30 and upward category shows 
8 per cent. These prices do not necessarily include an- 
tiques or foreign importations of extraordinary origin. 

Since the advent of the electric clock and its consequent 
meteoric rise to popularity, prices showed definite in- 
creases, but for the past two years have remained at 
about the same levels, according to Mr. Schneider. In 
the same period, however, the widely accepted mantel, 
spring-winding types have shown a slight drop in price, 
although indications now point to an advance in the near 
future because of a recent swing back to the mechanicals. 
The Mayer company stocks the better name brands of 
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the talent of American clock designers 


electrical and spring mechanism clocks in both conven- 
tional and modernistic models. Today, the choice between 
electrical and key-winding clocks remains equally divided. 

In the purchase of gift clocks, a strange quirk in human 
nature sometimes rises to assert itself. Once the price 
range has been mutually established, novelty of design is a 
major consideration. Most women are economy-minded, 
but in the purchase of a gift, they seem to enjoy indulg- 
ing the subconscious urge to ignore conservatism and buy 
a clock of a bizzare or extremely modernistic character, 
which, if for themselves, they would probably think twice 
before selecting. 

A feature of the firm’s advertising, which renders it 
unique among its contemporaries, is the daily schedule 
in the leading morning and evening papers. For 30 years 
a Charles Mayer & Co. advertisement has been promi- 
nently displayed six days a week, directly under the news- 
paper date-line, in the center of the back page. Readers 
for several generations have long accustomed themselves 
as much to the Mayer ad reader habit as to their favorite 
column. 

Frequently, during off seasons, an advertisement sug- 
gests “another clock for the guest room,” or perhaps the 
hall or dining room, and the tone of the copy is an 
“appeal to reason” rather than an angle which might 
strain reader credibility. Supplementing from time to 
time, is a chatty, intimate column, after the style of a 
woman feature writer, which lends a strictly feminine 
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touch to the ad copy. With an advertising program of 
this high plane, daily building prestige and confidence 
among the customers, it is not surprising that the clock 
department benefits. 

Seasonable window and counter displays tie-in with 
newspaper, and at periodic intervals, direct-mail adver- 
tising. In the late spring, window cards, counter displays 
and newspaper copy suggest clocks as a much appreciated 
gift to the June bride or graduate. During the early part 
of September, attention again is called to the need of a 
good clock for students going away to school. At Christ- 
mas time clocks receive a generous share of window, 

(Please turn to page 81) 
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HERE never was a time in the history of this nation when men gifted in their ability 
" to prognosticate coming events, conditions and turns, were so at their wits’ end. 

To the many who have written to this column as to the outlook for fall business, | am 
free to confess that any opinion expressed is given with hypothetical embellishments. 

The truth of the matter is that there are so many factors entering into the question as 
to whether business will be good, bad or indifferent, this fall, that none but the brave would 
dare give a positive opinion. 

If you take the new wealth that nature has contributed through crops; or the natural 
process of destruction that demands replacement; or the natural demands for winter 
supplies; then the answer would be—Yes. 

If on the other hand an improvement in business depends upon a more general 
confidence in the Government, a greater assurance in the minds of men that they are go- 
ing to have work, that employers were going to cooperate for the benefit of all, and that a 
sane, constructive, American theory of government was going to come back into being, 
then the answer would be—Yes. Almost instantly we would have an increase in volume 
of business and consequently greater prosperity. 

The retail jewelry business has been off about thirteen per cent for the first six 
months of 1938 as compared with 1937, while the wholesale jewelry volume has dropped 
ten to twenty-five per cent. 

There has been a more pronounced increase in the sales of quality merchandise. 

The wholesalers have materially reduced their inventories on a goodly number of items 
and it would therefore seem that the larger stores buying direct on a higher priced line had 
some effect on the figures herewith submitted. 

The larger jewelers built up their stocks somewhat since January. 

I still insist that, if given a proper interpretation, jewelry is a necessity and is more or 
less moving away from being listed as a luxury. 

Buying by the wholesalers during the month of July was considered by a number of 
manufacturers as very encouraging. This would lead one to believe that the stocks in 
the stores dealing through the wholesalers were comparatively low. 

There can be no doubting the fact that politics and business do not mix; but that 
politics can destroy or encourage business there can be no doubt. 

Thinking in terms of our industry, I cling to the age-old conclusion that people will 
buy the things that glitter even in the face of a need for food, clothing and shelter. That 
mysterious “something” that springs from the soul of man is expressed in the joy of 
possession of that which is out of the commonplace and which creates a lure and charm 
which few of us can resist. 

Prognosticating coming events is a risky pastime. If you are right, your listeners 
soon forget; but if perchance conditions side-track your opinions they long remember. 

And so we say—advertise, display and hustle. 

If your purchases have been made with discretion, you will at least have placed your- 
self in a position to win, if winning “is in the bag.”’ 





BR. oD. ID. 


AA holy 


Vice-President. 
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FOR AUTUMN 


In a recent issue of the 
Jewelers Circular-Keystone, 
J. Rodman Keagy announced 
the results of a survey on mar- 
riage licenses. This survey was 
made in 50 cities throughout the 
country and contains 361,992 
licenses. 

In this survey, June is ranked 
first. But September and October 
had a total of 62,592 or 17.3% 


BETTER BUSINESS... 


of the licenses issued in 1937. 
This is more than twice the 
monthly average. 


* 


In commenting on this autumn 
marriage situation, a New 
Jersey jeweler said: 

‘“‘] never pass up the autumn 
bride business. Wedding gifts 
are my preferred business build- 





ers for the period just before the 
Christmas season begins. 

“And don’t forget that the 
weddings of the autumns gone 
by are now anniversaries. 

“‘I say: don’t be afraid to stress 
weddings and anniversaries during 
September and October. It will 
help your sales chart curve right 
up to meet the early Christmas 
business in November.” 


Wadsworth 


The Wadsworth Watch Case Company, Incorporated, Dayton, Kentucky. 
Offices: New York, 630 Fifth Avenue; San Francisco, 140 Geary Street; 
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NA.C.J. Produces 


Friendship Ads 


bt ne elevate public confidence at a time when business 


generally is expected to show strong advances, and 
to create greater appreciation of retailing as a major fac- 


tor in economic progress,” 


to come to your store. 


The bulletin accompanying the series suggests that 
the copy may be changed or “personalized” to better suit 
the needs of the individual store, and goes on to invite 
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the National Association of 
Credit Jewelers has prepared a series of 12 newspaper 


advertisements available without cost to its membership. 
As expressed by President William Gibson, stereotyped : 

ads that feature prices are not bringing jewelers great <n of beauty, you y 

returns, and the big purpose of the N.A.C.J. series is to 

persuade old customers, other customers whom you know 

from experience can’t be “forced,”’ and store-shy people 
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comments and suggestions for themes for similar ads to 
follow, for if the original series meets with general ap- 
proval the association intends to follow through with 
additional service of the sort. 
Arresting headlines give reader punch to each of the 
ads. Here are some of them: “Why Call Yourselves 
Jewelers?” “May We Come In?” “Make Our Store 
Your Oasis,” ““Things Money Won’t Buy,” “Can’t Pay? 
We'll Gladly Wait,” “What? A Jewelry Ad Without a 
Cut!” and “Today—a Talk on Fake Jewelry.” 

Many jewelers, of course, use special borders and a 
distinctive technique of their own in their newspaper 
advertisements. Therefore, the N.A.C.J. decided against 
sending out mats of the ads, and suggested that the copy 
in the series be set in the local newspaper’s composing 
room to the very best advantage. 

For jewelers who may wish to send copies of the ads 


to their mailing lists, the association will supply members 
with any quantity over 500 at small cost. 


@ To show. the possibilities in the advertising copy prepared 


by the National Association of Credit Jewelers, THE JEWEL- 
ERS’ CIRCULAR-KEYSTONE commissioned a_ typographical 


expert to compose the handsome institutional advertisements. 
that appear on this page. Newspapers’ advertising departments 
will cooperate to produce attractive set-ups. 
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ANY motion pictures are being released early this 

fall in which some really fine jewelry plays an 
important part either in the story or in building up the 
beauty and glamour of the players. Such widely pub- 
licized display of gems in these pictures means excep- 
tionally good indirect advertising for the entire jewelry 
trade handling the better things. 

So much fine photography is now demanded in the 
movies that only real gem stones can be used in order to 
accent the beauty and value of the jewels, especially in 
the close-up photography of them. 

Two diamonds valued at $5,000 each were used by 
RKO Radio recently for use in “Blonde Cheat” in which 
Joan Fontaine and Derrick de Marney have the top 
spots. The stones weigh 10 carats each and are set in 
earrings worn by Miss Fontaine throughout almost the 
entire picture. The plot revolves around the fact the 
sarrings supposedly cannot be removed from her ears 
although they have been pawned to a London jeweler 
for their full value. 

All who have seen the magnificent necklace which 
Merle Oberon wears have remarked on the beauty of 
the piece. It was made on the order of Emperor Napoleon 
III and presented by the monarch to Mme. Haussmann. 
It was purchased by Miss Oberon in Paris. She wears 
it in a scene of “The Lady and the Cowboy,” a Samuel 
Goldwyn production. 

The necklace contains 16 deep-cut emeralds, set in 
an intricate design of diamonds. It is particularly inter- 
esting that the metal used in the setting is silver, plati- 
num and white gold not having come into use until many 
vears after the necklace was made. 

The most expensive crown ever to rest on the head of 
a movie empress will be worn by Loretta Young in 
“Suez,” her next release. It cost 20th Century-Fox $13,- 
500 to have this made. The crown which Miss Young 
wears as the Empress Eugénie in this film is an exact 

(Please turn to page 76) 
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by HARRY R. TERHUNE 


@ Made for Napoleon Ill was this emerald, diamond and silver 
necklace belonging to Merle Oberon, soon to be seen in Goldwyn’s 
“The Lady and the Cowboy.” 








@ Portraying Empress Eugenie in the 20th Cen- 

tury-Fox picture “Suez,” Loretta Young (upper 

photo) wears authentic replicas. Glenda Farrell, 

soon to appear in Universal’s “The Road to Reno,” 

wears a lapel ensemble, joined optionally by a 
heavy double silver strand 























































by wa LAPIDUS, direc tor, 
lOffciel de la Bijouterte ¢y Aecessotres 


Pere The remarkably striking change 
in the styles of finger rings recently evolved in Paris has 
clearly demonstrated the erroneousness of the old, deep 
rooted belief which long prevailed in the jewelry trade 
that the possibilities of the ring and its adaptability to 
any radical departure from the conventional style form 
and conception of ring design are necessarily limited. 


The above pictured interpretations of some finger ring 
models appearing in the Parisian fashion publication: 
“VOfficiel de la Bijouterie & Accessoires,” which were 
expressly designed in Paris for the JeweLers’ CircuLar 
KEYSTONE, are a few examples of the new trend in finge: 
rings, and are intended to illustrate to the American 
jewelry retailers the practicability and sales possibilities 
for their trade of such truly modern and novel rings of a 
thoroughly commercial type. 


Though the influence of the present modern move 
ment in the styles of jewelry may have been slower in 
asserting itself in rings than in other jewelry, chiefly for 
reasons peculiar to the ring trade, a steadily growing 
necessity and demand for new and “different” rings, de 
signed to harmonize with the jewelry following the mod 
ern trend of style, has been clearly apparent in the trade 
for some time, resulting in a gradual abandonment ot 
the worn-out path of stereotyped and out of date styles 
in rings, some of which constitute a striking anachronism 
next to a display of the new modern jewelry, watches, 
etc., evolved in the recent past. 


A few of these modern and at the same time practical 
and attractive rings, made of natural gold, platinum and 
studded with brilliants and colored gems of small size- 
in most cases devoid of the costly large centre gems 
usually required in conventional gem rings—will not onl) 
enhance the regular ring stock of any retailer of jewelry 
and add a truly modern touch to his display, but will 
unquestionably result in additional and profitable ring 
sales warranting such investment. 
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CGem-Set Rings 
Also Break 
With Tradition 
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“Yes, Madam, a Lifetime Guarantee’ 


Why not feature fine Culture Pearls as 
a regular store policy ? They are proht- 
able and they bring the lasting beauty of 
fine pearls within the pocketbook reach 


of hundreds instead of few customers. 


The “Orienta’’ Line offers you many 
advantages. It is the only complete 
mounted line, with a wide and handsome 


range of gold and platinum Jewelry, 


“ORIENTA” 


CULTURED 
PEARLS 


4. Washington 


133 Geary Se. 


Chicago, ae ae 
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every piece bearing the**Orienta™ Thistle 
Seal is backed by a Lifetime Guarantee, 
and 50 years of honorable, reputable 
dealing with the trade. 


We will be glad to submit an assort- 
ment, and to supply interesting display 
material to place your “Orienta’ Cultured 
Pearl Department on a highly profitable 


basis. 


Loyslhriastiog(e Inc. 


65 Nassau St., New York 
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Jewels Glisten in Fall Movies 
(From page 73) 


copy of the real tiara that gilded the head of the real 
Eugénie in the days when she presided over the court of 
Emperor Napoleon III. 

Five expert jewelers spent four months in fashioning 
the replica, studding a gold frame with imitation pearls 
and rubies. Each jewel, even though paste, cost from 
$50 to $300. This crown will be worn in only one scene 
of “Suez.” 

The most remarkable history of a celebrity ever re- 
corded consists of a bracelet. Written in jewels, it 
visualizes the grand opera career of Hope Hampton. 

The bracelet is formed of a central platinum band of 
intricate design from which suspend miniature replicas 
done in diamonds, rubies and emeralds, of the various 
operatic characters whose roles she has sung. 

A graceful little “Manon” is next to “Maguerite” ; 
next to that is “Thais,” then in order come “Mimi” 
from “La Boheme,” “Juliette,” ‘“Tosca” and a mag- 
nificent miniature of the Opera Comique. The latter is 
so designed that when lifted from the hand the blazing 
eyes of the tiny ruby windows light up, as in a night-time 
view of the world famous Parisian structure. The Orde 
of The Palms tiny reproduction, which decoration was 
awarded the diva by the French Government, is also on 
the bracelet. 

This unusual bracelet began to come into being nearly 
10 years ago when Miss Hampton had first gone on the 
concert and operatic stage. Now, Miss Hampton is pre- 
paring to add another miniature figure to the collection. 








@ Platinum bracelet with charms depicting the operatic roles 
sung by Hope Hampton, who will sing in Universal’s “The 
Road to Reno.” 


This will typify “Musette,” which she sings in the open- 
ing scenes, when she wears this bracelet in Universal’s 
“The Road to Reno,” now in production. 


WASHINGTON—Quebec gold production in June 
totaled 64,411 ounces as compared with 55,258 ounces in 
June, 1937, and 68,009 ounces in May, 1938, the Com- 
merce Department reports. During the first six months 
of 1938, gold production increased to 424,536 ounces as 
compared with 340,257 ounces during the corresponding 


period in 1937. 

















SAPPHIRES 
/ Emerald Cut and Marquise 


DIAMONDS 





Star Rubies, 


Rubies, Emeralds, 
Pearls 





Cat’s Eyes, Sapphires 


Star Sapphires, ranging in colors from exqui- 
site pale tones to deep blue—also mounted in 
cuff links, and in rings for men and women. 
Gems of unusual beauty and value—available 
from our stock at all times. We are prepared 
to cooperate with you, on whatever your re- 
quirements may be. 


JEROME 
RICHHEIMER 


608 Fifth Avenue 
New York 
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Paris Jewelry Is Exciting 
(From page 63) 

issue. It is called “l’Officiel de la 
Bijouterie & Accessoires.” Mr, Chau- 
mier is the honorary director. 8 Rue 
Murillo is the address of the publi- 
cation, and all manufacturers will 
find it very interesting, 
retailers. Much of the 
precious, some comes under the head 
of costume jewelry—all of it is new 
are by 


as well as 
jewelry is 


and original. The designs 
well-known Paris designers. 
There has never been a 
when so much jewelry has 
shown by the haute couture. 
The return of elegant fabrics and 
the continuation of a very feminine 
mode repeat 1900 fashions, 1860- 
1880, Louis XIV, and the fashions 
of old Persian miniatures, all rich, 
colorful and bejeweled _ periods. 
There were many blouses and waist- 


season 
been 


coats with jeweled buttons. Gold 
armbands were shown at Main- 
bocher. 


A chatelaine bracelet with a gold 
turquoise studded mesh bag, a note 
book pencil, powder box and lipstick 
from Maggy Rouff. Electric gadgets, 


illuminated belts and lapels at Schia- 
parelli. 

Real jewels were shown at Ar- 
danse, Patou, Piquet and Lelong. 

An old-fashioned watch chain and 
watch decorated a suit at Creeds. 

‘There were quantities of gold em- 
broidery and sequins, to emphasize 
the craze for gold. 

Most of the lamés were gold rather 
than silver. 

I have never seen so much jewelry 
worn. It is a jewelry season and there 
is no time to be lost wondering. Don’t 
be afraid of gold, don’t try to stop 
it. It is here to stay. Stock it and 
sell it and make it a daytime fashion 
and another sale. Remember many 
customers consider gold a fine invest- 
ment. 


oh diamond appraiser 
who is unethical and through his 
illegitimate activities hurts the jewel- 
ry trade, received a verbal broadside 
in a recent issue of the Sansom Street 
Times, monthly organ published by 
the board of directors of the Sansom 
Street Young Men’s Business Asso- 


ciation, Philadelphia. ‘he “one per- 
centers” were hit. An appraiser, the 
article defined the word, “a per- 
son, licensed and sworn to estimate 
the value of goods” and goes on to 
state that in the definition of the 
word “lies the there 
should be complaint as to the action 
of appraisers in the jewelry trade; 
since a very small percentage of those 
who advertise ‘Appraising, | per cent,’ 
are actually competent, by reason of 
examination or test, to receive the 
authority to appraise. These ap- 
praisers are harming the jewelry 
trade immeasurably because they are 
not capable of judging diamonds. . 
They are not licensed, therefore they 
do not fear the loss of their license. 
‘They are responsible to no one and 
their powers to make or break 
a sale are unlimited.” The article 
urged that appraisals be made on the 
principal of duplication—or what it 
would cost to duplicate the article in 
the retail field—and thus the buyer 
would be protected and the seller’s 
good name strengthened. ‘The article 
also hit the appraiser who will be- 
little an article brought to him and 
tries to substitute his own wares. 


reason why 











She Black. Peart 


* The King of Pearls’ 


Matched Pairs 


also 
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and Pearts 


TEL.BRYANT 9-1400 





Round - Button - Pear Shapes 


Importer of Diamonds , Precious Stones 


ARTHUR H. KIRK PATRICK, inc. 


608 Fifth Ave. New York 
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KOSLOW 


Price... Quality 
chere| Design 


A Combination 
Embodying The Very 
Principle of Present 


Day Merchandising/ 


‘ 


KoOSLOW, INC 


gine Platinum Disord foe, 
0 48St New York NY. Bryant9-s97, 
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Diamond-Studded Globe and $2,000,000 Display of 
Rough Will Feature Diamond Corporation’s Presen- 
tation at New York Fair 


The first details of the pretentious diamond display to 
be made in the House of Jewels at the New York World's 
Fair, which opens in April, 1939, reached this country 
last month via a Reuter news dispatch from Kimberley, 
Cape Province, South Africa. The report points out that 
this forthcoming exhibit will be one of the greatest dis- 
plays of diamonds the world has ever seen, the rough 
stones alone being valued at between $1,500,000 and $2.- 
000,000. 


The main theme of the exhibition will be based on the 
essential production of the diamond and its supply to the 
world. This display will be made by the Diamond Cor- 
poration and producing companies with the following con- 
cerns participating in other exhibits at the House of 
Jewels: Black, Starr & Frost-Gorham, Inc., Cartier, Inc., 
Marcus & Co., Inc., Tiffany & Co., Inc., and Udall & 
Ballou, Inc., all of New York. 

To attain the effect for the main theme of the exhibit, 
a base of Kimberlite formed in the shape of a crucible 
will be used. This material, studded with diamonds, is 
being cut and molded in a modern design befitting a dis- 


_ play of this character. From the base a spiral screw will 


revolve on bands on which diamonds in chevron design will 
provide a scintillating and dazzling effect. Surmounting 
this scheme will be a metal globe in highly polished chro- 


_ mium plate, on which the continents will be outlined, the 
| main sources of production, Kimberley, South-West 


Africa, Namaqualand and the Belgian Congo being identi- 


| fied by a massed setting of diamonds. 





While it has not been revealed what safety precautions 
will be taken to safeguard this “king’s ransom”’ in gems 
it has been disclosed that the two long show windows, 
flanking the main feature of the display and in which 
large quantities of cut and uncut diamonds will be dis- 
played, will be made of heavy, shatter-proof glass. It is 
also indicated by reports that the newest safety devices 
wiil be utilized to protect the entire display. 

It is understood that an announcer will describe the 
various types of diamonds and their sources, and as he 
does this a brilliant light will be spotted on each section. 
After the entire length of this exhibit, in which the 
precious stones will be arranged in three tiers, has been 
covered, lights will be switched on the central feature of 
the display with its spiral revolving against a black glass 
background, while the diamond-studded world will turn 
round at a slower rate of speed. 

While occupying the smallest space at the Fair, the 
House of Jewels and its exhibits promises to be one of 
the centers of attraction and conservative estimates indi- 
cate that more than 2,000,000 visitors from all parts of 
the world will visit this display. Under auspicious cir- 
cumstances, the cornerstone of the House of Jewels was 
laid in the presence of its sponsors or representatives, with 
Col. Richard C. Patterson, Under-Secretary of Commerce, 
wielding the trowel in the absence of his superior, Secre- 
tary Daniel C. Roper. The building will occupy one of 
the most favorable positions on the Fair grounds, on the 
main esplanade and within the shadow of the trylon, the 
fair’s theme center. 
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Diamond Buyers Absorb Smaller Goods; Trend Now Is to | 


Every Sort of Floral Design, with Harebell Brooch, | 


Waterlily Bracelet and Lily-of-Valiey Tiara 


LonpoN—Diamond prices have stiffened considerably 
the past few weeks and there is now a rush of diamond 
buyers from all parts of the world to the diamond centers 
of Antwerp and Amsterdam. So far, the demand is for 
well made goods from smalls up to four grainers, mostly 
in high color. It is only with the greatest difficulty, 
Backes & Strauss, diamond brokers, inform THE Jew- 
ELERS’ CIRCULAR-KEYSTONE, that really fine quality 
eight facets and small brilliants can be found. The lim- 


ited quantity of these goods that was on the market has 


been quickly absorbed by American buyers. 


Diamond speculators are now taking the view that | 


prices of diamond stock are due for a sharp rise over the 
next 12 months. ‘This view presupposes sustained recov- 
ery in the United States which normally absorbs more 
than half the world’s output of gem stones. 





Now that international relationships have improved | 
and the business outlook in the United States is much | 


brighter for the last quarter, precious stones are being | 


acquired in bigger volume by the craftsmen jewelers for 
the new fall and winter designs. The trend now is for 
floral designs in the newest pieces. The harebell brooch 


consists of calices of brilliant cut diamonds supporting |! 


the pearls that form the flower. The broad gold bracelet 
has raised petals of water-lilies on its surface, each lily 
enclosing a center pearl group. Another outstanding 
bracelet is formed of Solomon’s seal, the two golden stems 
entwining to form the bracelet, tiny stalks of gold sup- 
porting the delicate pearl flowers decorating the piece. 
The new one-sided tiara for night wear is in pearls, 
carved jade and emeralds. The motif is a lily-of-the- 
valley and is worn one side of the head. The petals are 
in pearls, the leaves carved jade and emeralds. This spray 
is also adaptable as a brooch. The newest pearl necklace 
is composed of three or four short rows of good-sized 
pearls, the center one being quite large and graduated 
either way, the strands being held by a clasp of colored 
gems. One clasp is formed of an emerald group ar- 
ranged like an ivy leaf. Another of square rubies to 
fashion a snake, and a third of cabochon sapphires and 
baton-diamonds in a star-shaped cluster. The outline of 
all these pieces is bold but simple. Owners of out-of-date 
jewelry are giving jewelers work re-grouping and re- 
designing the pieces to conform to the modern trend. 


Quality First in Clocks 
(From page 67) 


counter and newspaper space. Window and counter dis 
plays remain set for from two and three days to a week, 
and sometimes more. 

Heavily increased advertising appropriations during the 
Yule season permit a wider scope of media selection. 
Realizing the virtually 100 per cent readership of the 
“picture section,” Charles Mayer & Co. schedules full, 
three-quarter and half-page advertisements in “roto,” 
thus capitalizing upon the faithful picture-reproductions 
of merchandise offered. “Roto” participation likewise 

(Please turn to page 86) 
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RANALIN 


INC. 
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PRECIOUS STONE 


EMERALDS 
RUBIES 
SAPPHIRES 


608 FIFTH AVENUE 
NEW YORK 












In addition to Opals, our 
regular stock includes 


Zircons 
Star Sapphires 
Onyx 
Amethyst 
Topaz 
Synthetic Stones 
Cameos 








. Opal is a rainbow of color and beauty in a mul- 
titude of varieties. Broad fold flashes of contrasting 
colors vie with the delicate blendings of pastel shades, or 
the fiery darts of the pin-fire variety. All are irresistibly 
beautiful. 


The Opal has long been a popular stone. But, within 
recent years its popularity has steadily increased so that 
now the Opal ranks with the most popular of gems. 


Our Opals are all cut in our American factory, and our 
stock is one of the most complete in this country. We are, 
therefore, always ready and anxious to supply you with 
these beautiful gems. 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET NEW YORK CITY 








A FINE PEARL NECKLACE 
DESERVES NOTHING LESS 
_THAN A DIAMOND 


chicksnap 
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The last word in beauty and safety. 
Many exquisite creations available. 


In gold and platinum, priced to retail 
from $5.50 to $250.00 


HARRY C. SCHICK, INC. 


Manufacturers of SCHICKSNAPS and other fine jewelry 


Factory and Main Office: Newark, New Jersey 
New York Showroom: 347 Fifth Avenue 


Providence +* Chicago «+ San Francisco 
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PROMOTING 
the October 


BIRTHSTONES 


by 


ROY B. SIMPSON 
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A jeweled tropi i 
; Pical fish 
with a body of flashing 
= golden fins and tail 
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The fascinatin i 
birthstone for oe 
natal day falls in October. 
his beautiful gem was 
prized by the Romans who 
said it had power to warn 
its wearer against enemies 
and disaster. Itcombines th 
fire of the ruby, the cr 
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Dear Madam, 


those born this month. 


gorgeous rainbow, 


flame of the ruby, 


a wide range of hues, 
all modestly priced. 


from you, we remain 
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October, with its glorious array of vivid colors, reminds 
us of one gem in particular: 


Only a hillside mantled with oak trees which have been 


touched by Jack Frost's magic paintbrush, 
can compare in sheer beauty with the 


opal, which combines the colors of many another gem, 
the glorious purple of the amethyst and 


a sea of emerald's green. 


Whether it's a present for someone else -- or a "gift for 
yourself" -- we can't suggest another gem which will yield 


so much enjoyment for so little. 
rings, brooches and other jewelry set with precious opal 


will suit your fancy, and your means. 
Tourmaline, the alternate October birthstone, is found in 
the fine green, rose-red and pink gems in our collection, 
Won't you come in to see our selection of gems, if only to 


learn from our exverts something about these fascinating 
stones? Looking forward with pleasure to an early visit 


NEW HAMPTON, OHIO 


October 1, 1938 


The opal, birthstone for 


or perhaps a 
the 


Our large selection of 


but we would call your attention to 


Cordially yours, 
THE A.B.C. JEWELRY COMPANY 


[tewag Jomo 
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US show you fashionabl 
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_ opal and the tourmaline 
are to be featured in your 
next month’s promotion of birth- 
stones if you are taking advan- 
tage of the series of birthstone 
ads which have been appearing 
in these columns since February. 
It is not too late for you to pro- 
cure the series of 12 mats, which 
can be used for a full year and 
then repeated. 

Next month’s ad and a sug- 
gested letter to go to all on your 
mailing list, supplementing the 
advertisement, are shown on this 
page. 

Have your display man or a 
good sign writer prepare some 
artistic cards to be put around 
the store in conspicuous places. 
One of these might show a 
Roman senator in audience with 
Marc Antony, illustrating the 
story that Senator Nonius was 
sent into exile by Marc Antony 
when he refused a fabulous sum 
for his opal. Other signs may 
tell the sources of opal and tour- 
maline and interesting facts which 
may be gleaned from standard 
texts. 











“Ten Cents Down— 
Ten Cents a Week’ 


Reproduced from a pamphlet 
by H. R. ROSENTHAL 
of Martin Jewelry Co., Durham, N. C. 
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The “racketeering fringe’s” false advertising, switching, 
fake values and deceptive terms blacken the whole credit 
jewelry industry’s reputation, says H. R. Rosenthal, who 
supplies six rules for conducting an ethical business 
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I, hasn’t been so many years 
ago, when you thought that a watch or a piece of jewelry 
was something to be cherished, and always remembered. 
If it was a diamond, whether it was received as a gift or 
bought for your own use, you just felt you were in sev- 
enth heaven. Yes, it wasn’t so long ago when a gift or 
purchase from a jewelry store meant it was the most pre- 
cious gift one could receive. But today can you or I or 
our friends say or think that? 

Thanks to the credit jewelry stores and their Tom’s, 
Dick’s and Harry’s, jewelry and diamonds are today con- 
sidered as trinkets, something just to give, not to cherish. 
Today, Mr. Doe can walk into a jewelry store with a 
gorgeous front, beautiful fixtures, marvelous floor cover- 
ings and purchase anything from blue white diamonds to 
a what-have-you. But that isn’t the half of it—and on 
what payments!! A year to pay—18 months to pay—any 
way that you please (you being the customer). If Mr. 
Customer is fortunate and comes into the store when 
there happens to be, say a tenth anniversary sale, he can 
walk out with a beautiful wrist watch, one of those 
$39.75 seventeen-jewel movements, absolutely guaranteed. 
Yes, at the regular advertised price, no extra charge for 
credit, and on our special anniversary terms of 10 cents 
down and 10 cents a week. Remember that during this 
anniversary sale, to celebrate our ten years in business and 
to show our appreciation of your business and the confi- 
dence you placed in us, we are giving with every purchase 
over $15, a genuine diamond mounted in solid gold, that 
is worth $10, absolutely Free! And, believe it or not, the 
sale is made and the clerk and owner are satisfied—we 
hope the customer is satisfied—didn’t he receive free a 
genuine diamond mounted in solid gold? But we must 
think the customer has the intelligence of a nincompoop, 
or they all are just “yokels.” 

Then again, take the case of the Fine & Beautiful 
Jewelry Co., which has the best 101 per cent location; 
which advertises—not with just a half page—my gra- 
cious no! It must be three or four pages, and possibly 
a full section in rotogravure. And you, Mr. Customer, 
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H. R. Rosenthal 
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read this beautiful advertisement. (Boy, what a business 
getter this ad is—it will open up 200 accounts. How we 
get them, makes no difference. Mr. So and So knows his 
onions. He ought to be good for $125 a week.) What's 
this—a gorgeous, beautiful, brilliant 40 diamond wed- 
ding ring, mounted in platinum for only $19.95—25 
cents down and 25 cents a week. Say Min, come over 
and look at the picture of this ring in the paper—a plati- 
num wedding ring with 40 diamonds only $19.95—and 
Min, it says platinum. Let’s go down to Fine & Beau- 
tiful’s and see this ring. By the way, Min, be sure and 
bring the paper along. 

Yes, Min brings the paper along with the gorgeous 
cut-out ad of the wedding ring, and Mr. Clerk waits on 
the coupie. But alas, they arrived just too late. The last 
one is sold—just a few minute ago—or the diamonds 
were not up to specifications. How could Fine & Beau- 
tiful sell their good customers rings of inferior diamonds 
and maintain their prestige for honest dealings? So, to 
show you that we want to satisfy our friends, we are 
showing you this 20 diamond platinum wedding ring, a 
regular $69.50 value for only $39.50, only a few dollars 
more than our advertised special—but it’s worth it— 
larger diamonds and heavier platinum. And remember 
Mr. Customer, the same terms—25 cents down and 25 
cents a week—and Fine & Beautiful has added another 
customer. The clerk is satisfied—for the Good Lord 
alone knows what would happen if the clerk really sold 
the $19.95 ring. 

As you read on, you may say these words are written 
by one who got burnt in the credit jewelry business, but 
the writer, up to date, has done fairly well in this field. 
But every day he can see the trend to deteriorate this 
business to a point that is dangerously near to racketeer- 
ing. And it is in the interest of the credit jewelry indus- 
try, as well as to keep the faith of the public, that I 
admonish those people in the industry, to stop false ad- 
vertising, to stop fictitious values, to stop advertising 
misleading terms, and to keep faith with the public by 

(Please turn to page 86) 
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The largest showing of Cultured Pearls ever held in Amer- 
ica will be exhibited at the National Association of 
Credit Jewelers’ Convention at the Hotel Sherman, Chi- 
cago, September | Ith to 15th. Presentations of striking 


window displays and a Sales Campaign will show you how 
to make Imperial Cultured Pearls the most profitable 


item in your store. 


Booth numbers 43 and 44 


== IMPERIAL PEARL SYNDICATE == 


607 FIFTH AVE., NEW YORK * 5 NORTH WABASH AVE., CHICAGO 
Division of 


THE AMERICAN JEWELERS BUREAU, INC. 
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RARE GEMS 


Star Sapphires, Star Rubies, Cats Eyes, 
Oriental Sapphires. Sizes up to 100 
carats and larger 


ZIRCONS 


Classified in sizes from 5 to 10 m/m, excellent 
qualities, diamond cut. 





Also Zircons in all colors—blue, white, brown, 
golden, pink; sizes up to 200 carats. 


CULTURED 
PEARLS 


Exclusive importations from one of the world's 
largest cultured pearl fisheries. Super qualities, 
lustrous perfect pearls — decidedly competitive 


STAR 
SAPPHIRES 


Everything in Star Sapphires 











We will submit samples of our merchandise on 
memorandum to responsible firms. 


To the visitors of our city we extend a cordial 
invitation to inspect our merchandise in our well 
appointed premises at 


580 — 5th Ave. cor. 47th Street — 28th Floor 


PAPAZIAN BROTHERS 


DIRECT IMPORTERS 


580 FIFTH AVENUE 
NEW YORK 
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“Ten Cents Down—” 
(From page 84) 


conducting a clean, wholesome credit business. 

You may ask the author how? Let me give you a few 
points which I have obtained during my connection with 
the credit business for the past 18 years: 

(1) Cater to quality business—not quantity business. 

(2) Stop the giving of free bait to cpen accounts. 

(3) Sell what you advertise! Do not switch! 

(4) Do not misrepresent either directly or indirectly. 

(5) Give your customers their money’s worth. 

(6) Not over six months top to pay out an account, and 
when you open that account have a definite understanding as 

to how it should be paid. 

If you will follow these six cardinal principles, there 
is no doubt in the writer’s mind that you will not only 
create a business for the future, but it will be built upon 
a foundation of truth and value which is an unbeatable 
combination in any line of business. 

The primary purpose is to change the attitude of the 
buying public toward the credit jewelry stores. This 
attitude is rapidly becoming warped to the point of 
skepticism toward everything a credit jewelry store tries 
to sell. There is no one to blame for this except the 
credit jewelry store owners themselves, who, in their 
greed and haste to accumulate the dollars, have thrown 
their better judgment to the winds. They have tried 
to outshine their competitors by selling on terms which 
are out of reason, and have offered advertised specials 
at prices at which a Houdini could not possibly remain 
in business. If they are in business any length of time, 
they will be there, not because they have pursued these 
racketeering tactics, but solely because of the fact that 
they will have had a bankruptcy settlement which has 
given them a second breath. 

Try and put yourself in the shoes of your customer. 
See if you cannot give him credit for the same intelli- 
gence you think you have when you go out to buy. See 
if you cannot follow out, for your own benefit, the six 
cardinal principles outlined in this article. There is no 
doubt in the writer’s mind that you will be building for 
a more secure return on your investment, creating a 
much better buying public for the credit jewelry stores, 
for yourself and the industry as a whole and, most im- 
portant, you will make many more dollars with less 
grief, and, what is most peculiar about the whole pro- 
cedure is that you will sleep better at night. 

The writer of this article trusts that he has hurt no 
one’s feelings, but he has tried to call a spade a spade. 


Quality First in Clocks 
(From page. 81) 


insures greater advertising visibility. During this heavy 
buying season, they also appreciably increase their “black 
and white” newspaper space. Clocks generally have a 
preferred position in their ads. 

This firm has enjoyed continuous family ownership 
and operation since its inception in 1840. The president, 
Charles Mayer, Jr., is the grandson of the founder, who 
was succeeded by his son as president. An imposing five- 
story structure houses many other departments besides 
jewelry. 
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‘“No-Collectors” Policy 
(From page 65) 


ties, we take a chance. But the point is that we never 
turn anybody down in such a way as to arouse resent- 
ment.” 

The usual practices zre followed in frequently checking 
the ledgers and placing flags which indicate the degree 
of delinquency which runs between 15 and 18 per cent 
after approximately three contacts have been made. The 
rule is to use three statements, sent at seven-day intervals. 
The first statement is sent ostensibly for verification pur- 
poses. The second shows the balance due and mentions 
the terms originally agreed on. The third contains a 
printed notation suggesting that possibly a mistake has 
been made and asking the customer to call at the store so 
that the matter can be straightened out. 

If the final statement does not get the desired result, a 
telephone call is next in order. The conversation usually 
is opened with a friendly greeting and then comes the 
question, “Are you receiving our mail?” Practically al- 
ways the answer is an explanation for the failure to come 
in before and a promise to do so at some definite time. 
Further telephone calls and letters may be necessary, but 
in 99 cases out of 100 the customer eventually does 
come in. 

It is not the purpose of this article to give all the de- 
tails of routine procedure. But it can be said that in the 
first stages of the delinquency check-up program 70 per 
cent is collected. Of the remaining 30 per cent, one-half 
is collected in the second stage. In the third stage 35 per 
cent of those remaining are brought into line. This leaves 
9 per cent which, through persistent and patient effort, 
but without sending a collector or even threatening legal 
action, is finally reduced to 1% per cent. This loss per- 
centage is approximately 1 per cent lower than it was 
when the old system of collection was in use. 

Obviously, it is quite impossible to even outline the 
methods used in the fourth-stage accounts. Repossession 
is possible in some cases. In others the delinquent can 
often be persuaded to make small payments on his ac- 
count until it is finally cleared up. So long as it is pos- 
sible to get them to come into the store and talk things 
over, there is a chance that the debt can be paid. If and 
when contact seems definitely broken, the losses are writ- 
ten off with the final satisfactory general result just 
mentioned. 

“It is in the adjustment of cases where the customer 
has not been able to live up to his contract for reasons 
beyond his control that our policy of liberalization works 
in the interest of good will building,” Mr. Lee continued. 
“Our office managers have many options and must, of 
necessity, use their own best judgment. Option No. | 
covers cases where payments are being made, but not 
as originally arranged for and not of sufficient amount 
to justify the outstanding balance on the account. The 
proceedure is to exchange the originally purchased article 
for one lower in price so that the periodical payments can 
be reduced. But we suggest to our office managers that 
the amount of the new sale should not be held to the 
amount of the customer’s equity. Consideration should 
be given to the amount he has demonstrated he can pay, 
and to maximum terms set forth in the established sched- 
ule we have talked about. 

(Please turn to page 102) 
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Diamonds 
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Memorandum Selections Upon Request 
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A fine Selection 
of DIAMOND MOUNTED 
PLATINUM JEWELRY 
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WHITELAW BROTHERS 


Diamond Importers & Cutters 


48 WEST 481H ST.LN.Y.C. BRYANT 9-OL) 
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WATCHES 
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FISHER LOCKETS HEAD THE LIST 


Years ago, when lockets were fashionable, 


& 
JQutstanding 
those of Fisher manufacture were among 


° 
the most popular on the market. The bene- 


fits of this heritage are seen in the fine 
lockets Fisher makes today. Their styling. 
construction and finish reflect jewelry 
craftsmanship at its best. When you stock 


up for the biggest locket season in years, 
it will pay you to examine Fisher Lockets 


a n dd in Gold Filled, Sterling Silver and Gold 
Plate qualities. Most wholesalers can 
serve you. 


; J. M. FISHER COMPANY 
Manufacturer to the Wholesaler for Over Fifty Years 
y | | A I | : y EST. ATTLEBORO, MASS. 1879 


aad 


JAMES SCHULZ om 
15 West 47 St. 


New York City 





LOS ANGELES OFFICE: 
FRED PALM, 220 WEST 5TH ST. 
FACTORY: GENEVA, SWITZERLAND \ \% 


FISHER 
Crosses 
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R vd Patent Pending Jewelry 
— Compacts , Charm Bracelets 
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Time and | ide 


await all men on 


Wonder Clock 


@ The pretty miss at left seems to be fascinated by the 

dancing automatons at the base of the colossal Belgian 

Wonder Clock, now on exhibition in this country in the 
Museum of Science and Industry, New York 


@ Lodewyk Zimmer, of Lierre, Belgium, clockmaker to the 

King of Belgium, explains the action of indicator on one 

of the 93 dials, all of which are operated by one movement 

It took Zimmer and two assistants a week to make the 

delicate adjustments necessary after shipment of the clock 
to this country. 


@ Left, below. The athlete steps on and off the scales to 
show what his weight would be on any given planet, and 
simultaneously one of the dancing girls bounds high, or ever 
so lightly as the case may be, to demonstrate the pull 
of gravity existing on the planef on which she is poised 





Cx. of the most intricate and 
imaginative creations since the inception of the art of re- 
cording time, the Belgian Wonder Clock has been 
brought to America by its makers, and is currently on 
exhibition at the Museum of Science and Industry, in 
Rockefeller Center, New York. 

Every aspect of time and its relation to phenomena of 
our universe is recorded on one of the 93 separate dials, 
or in one of the three groups of figures, which completely 
cover the front of this 16-ft. masterpiece. 

This mechanical marvel, which is motivated by a single 
movement, is the product of the genius of Lodewyk Zim- 





and his assistants made their first visit to this country to 
assemble and adjust the clock, and attend the opening 
on Aug. 18. It took them three days to set up the clock 
and a full week to make the delicate adjustments. 
Chronological and astronomical calculations recorded 





mer, of Lierre, Belgium, clockmaker to the King of Bel- on this mammoth clock include the hours throughout 
gium, and two expert craftsmen who assisted him during the world’s different time divisions; the location and 
the three years the clock was in production. Mr. Zimmer (Please turn to page 116) 
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6y GORHAM 








; en the greatest ad- 


vance in sterling in 50 years this widely 
stocked pattern deserves display in every 
jewelry store in America. 

Five full-sized four-color pages plus 
publicity in every Bride Issue of class 
publications will focus the attention of 
all Autumn brides. 

Here's Gorham’s schedule ee the 
biggest pre-holiday sterling drive in a 
decade. 











Si 
FULL COLOR PAGES 
TOWN & COUNTRY 
HARPERS BAZAAR 
VOGUE (15th) 


October 
FULL COLOR PAGES 
JUNIOR LEAGUE 
HOUSE BEAUTIFUL 
HOUSE & GARDEN 


November 
HALF PAGES OF SPREADS 
VOGUE (15th) 
JUNIOR LEAGUE 
BRIDES‘ MAGAZINE 
AMERICAN HOME 


December 
HALF PAGES SHARED 
VOGUE (Ist) 
HOUSE & GARDEN 
HARPERS BAZAAR 
HOUSE BEAUTIFUL 
TOWN & COUNTRY 











>» These 15 ads are actually local ad- 
vertising for you. Tie-up newspaper 
mats and attention commanding dis- 
plays accompany every order. — Be sure 


to stock Nocturne—ORDER TODAY! 
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@ A window “into” the silverware department. 


Note the absence of the traditional display window, and in its stead the ledge 
on which place settings are exhibited and the close-range visibility of a completely set dining table 


able Settings Work for Zell's 


By N. S. GRAY 


When Zell Bros., super-active 


Portland, Ore., jewelers, annexed more space to their 
store to make room for a larger sterling silverware sec- 
tion, they eliminated the conventional display window, 
thus giving full visibility of their mew walnut finished 
department from the wide plate glass window. 

Three massive walnut tables, a long one, and two 
short ones, placed flush with the 12-inch-wide display 
ledge of this window, may be arranged for formal and 
informal dinner, luncheon, breakfast, or buffet settings, 
which are changed completely every week. 

These table settings are the focal point of interest in 
Zell Bros.’ permanent promotional program for their 
large stocks of sterling silverware. Within the depart- 
ment hollowware is shown in brilliantly illuminated wall 
casings of classic design, and flatware in sunken display 
cases built into small individual tables where customers 
are seated. Plated ware is stocked in a small separate 
room behind this open department. 

Women of Portland, who entertain a good deal, now 
lock to Zell Bros. for ideas for table decorations due to 
the fact that each setting offers a new idea. 

“We pay special attention to selection of cloths for 
these settings, and frequently depart from conventional 
damask,”’ says Mr. Harry Zell. “We use only the finest 
hot house flowers in our decorations, and through coop- 
eration with our florist obtain pottery containers when 
something different from silver or crystal is required. 

“One attention-arresting setting featured a boldly pat- 
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terned French voile cloth laid over natural pongee. This 
cloth, which was of a neutral color, formed a perfect 
modernistic background for corner decorations consisting 
of four five-light candelabra, and four low white pottery 
vases of calla lilies.” 

For their spring opening Zell Bros. presented a formal 
luncheon setting. The table was laid with white linen 
runners, and eight little crystal bowls containing fresh 
lilies of the valley combined with white sweet peas con- 
cealed a specially made wire holder forming a diagonal 
tube from the center of the table to a point 15 inches 
above the end. This tube of fragrant white flowers and 
crystal was flanked by twin pairs of silver candle holders 
containing tall candles, whose tips reached the top of the 
floral piece. 

A buffet service featuring a distinguished Georgian 

(Please turn to page 113) 





@ Zell Bros.’ silverware department is finished in rich walnut. 
The stock includes 70 sterling flatware patterns made by ten 
manufacturers 
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AD IDEAS 


SEPTEMBER 


—_— folk—1,250,000 of them—will leave 
homes and families for college this month. To get to class on time, 
each must have a dependable watch; to study efficiently, a modern 
fountain pen, a fine pencil, if possible a portable typewriter; to be 
well costumed, jewelry accessories like those mentioned in the James 
A. Foster Co. ad shown below. Jewelers’ September advertising 


can well have a definite college slant. 


Other season-right ads at this time feature wedding rings for the 
white-veiled army of Fall brides, recent silverware patterns, and 


jewelry set with sapphire, the September birthstone. 


Perhaps one or more of these ads will help you plan your store’s 
advertising campaign during the next few weeks. 


lected from ads published in September, 1937. 


‘First, James A. Foster Co., Inc., Providence, R. |., 
three columns by 13 inches; second Henry Birks & 
Sons, Ltd., Ottawa, Canada, two columns by eight 
inches; third, Geo. T. Brodnax, Inc., Memphis, three 
columns by 15 inches; fourth, Hess & Culbertson 
Jewelry Co., Inc., St. Louis, three columns by five 
and a half inches; fifth, Wiss Sons, Inc., Newark, 
three columns by seven inches; sixth, Brock & Co., 

Inc., Los Angeles, two columns by six inches. 


34 











Since 1876 the Store of Quality, Value and’ Service 


Young Men's Watches $7.50 ap 


Young Women's Watches $12.50 ap 
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r “ 
Posters Jewelers Bide. 


The J. A. Foster Co. 


Dorrance and Middle Streets 











They were se- 





2. | 





~BRODNAX DIAMONDS 


When the groom selects a Brodnax Ring 
, _ he believes he has chosen wisely. When 
| the bride looks at the name on the box 
she knows he has. 

You owe it to yourself to see the com 
prehensive collection of Brodnax Rings 
—ceach designed for beauty, each worthy 
of the wedding day. Visit the House of 
Diamonds. You are always welcome 
whether you buy or not! 

* TWO RINGS MAY LOOK ALIKE in an 
i illustration yet be so different when you 
see them. 
* YOUR SOLE PROTECTION lies in the 
reliahility of the jeweler you choose. 
| * DIAMONDS ON APPROVAL—Write 
package. No obligati: 





+ TIME TO PAY—Terms 10 please. 


$10.00 


M-1e—Diamona Wedaine Riog 






col . 12.50 

Ge —— 17.50 

Po... 22.50 

— 50.00 

a 30.00 

fo'tiamonts ta Iricve Patmos 45,00 
Si diamonds in Irate Plates. 75.00 
Other Brodnsx Wedding Rings... 85 to $400 


Brodnax Solitaire Diamond Rings... $10 to $5,000 
- 


‘ 
“The most essential thing in buying jewelry is to 
deal with reliable concerns.” 
NATIONAL BETTER BUSINESS BUREAU, Inc. 
- 


Do you know diamonds? I/ not, know your jeweler, 
- 


signa ts ORANGE 
| BLOSSOM WEDDING RINCS~—a 


Brodnex exclusively in Memphis 


| GEO. T. BRODNAX, Inc. 
Jewelers © Memphis 


One of the South's eldest and 
largest jewelry 
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CONVENIENT DIVIDED RAUMENTS : 










STAR 
SAPPHIRES 
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“ua courat* 


LOS ANGELES 
ee ©. SEVENTH STORET 




















SEVERLY WHEELS 
OCVERLETHL SHIRE HOTEL 
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THE TALK OF THE TRADE 


Festival AND 
| English Shell 


STERLING SILVER TABLEWARE 


HE popularity of FestivAL and ENGLISH SHELL 
das become the talk of the trade, for both of these 


new designs are meeting with outstanding favor. 


FESTIVAL, a design of exquisite grace and restrained, 
delicate ornamentation, is winning the hearts of the 


young brides-to-be. It’s smart—it’s modern. 


ENGLISH SHELL appeals to those who prefer tra- 
ditional designs. It is right in step with 18th Century 
styles which interior decorators and dealers in home 
furnishings are featuring so much this Fall. It’s 


correct—it’s timely. 


With the continued national advertising behind 
these two patterns this Fall, in Good Housekeeping, 
Vogue and Bride’s magazine, reaching over two mil- 
lion families, further impetus is bound to be given 


to their remarkable success. 


Feature Festivat and ENGLISH SHELL in your 
advertising this Fall and be assured of excel- 


lent returns. These patterns are “winners”! 


(ff! 
unt Cheiwall 


ROGERS, LUNT & BOWLEN CO. 
GREENFIELD, MASSACHUSETTS 





tUNT 





Treasure 
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@ Left, an interior view of 
the striking new home of the 
Arthur Jewelry Company in San 
Bernardino, Cal. The entrance 
has an electric eye device, autc- 
matically opening and closing 
the doors. Chromium ceiling 
fixtures provide excellent light: 
walls and ceiling are light ivory: 
the flooring is rubber tile in 
blue and ivory, and the show- 
cases are primavera and white 
maple with chromium trim. Al- 
bert C. Arthur is owner 


i¢ * 
* 


ODERNIZING 
NEVER HALTS 


@ Below, ‘Beat the heat, come in and cool off,” invite signs in the windows of Hugh 

Connolly & Son, Inc., remodeled, air-conditioned store in Detroit. The exterior consists 

of dark red maccada with extruded bronze trim and lettering. The windows are in a 
half circle with new lighting reflectors. 


* 


@ Above, The Associated Barr 
Stores, Inc., gave Norfolk, Va., 
the world’s favorite songs of 
romance when it constructed 
an electrically controlled pipe 
organ over its Granby St. en- 
trance. This is the same dis- 
play that stopped New York 
with Westminster chimes of 
carols during the Christmas hol- 
idays. This is the original store 
owned by that veteran jeweler, 
Herman H. Barr, who has four 
other modern attractive stores 
in Philadelphia, Pa 


Biwi 
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of customers when they select their 


ye know how individual is the taste 


sterling pattern. Some insist upon a 
plain design . . . some demand an ornate 
pattern . . . while still others seek some- 
thing in between. This is why Reed & 
Barton offers you a complete line of active 
patterns ... why Reed & Barton, this fall, 
will tell customers from Coast to coast al’ 
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ELERS’ CIRCULAR 
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Not one. . Not two . . But more than a score of 


RED & BARTON 22 


en Mirae 





about the wide selection found at your 
Store. 

Reproduced in miniature here is one of the 
dominating advertisements which soon 
will appear in leading national magazines. 
Notice that more than a score of lovely 
patterns are given full emphasis . . . truly 
a parade of patterns sure to stimulate a 
»arade of customers trooping to your doors. 


SILVERSMITHS 


S I N ¢ 
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activities begin. And it won’t be long now before the 
Board of Directors of many homes will be in session, dis- 
cussing plans for the junior members’ going back to 
school and college. And when parents discuss these plans, 
don’t forget that Mary and John have plenty to say 
about it too, and that their suggestions will be acted upon. 

Several of the leading jewelers in Washington, D. C., 
tie up with school days, namely A. Kahn, Inc., Tribby 
of Georgetown, Ross, Kay, Galts, and a few others. 
Most of them make a drive on watches; Arthur J. Sund- 
len of Kahn’s running an advertising campaign on them 
for several weeks. ‘‘A good many boys and girls who miss 
out at graduation time, get them in the Fall when they 
enter college,” he explained. 

Tribby of Georgetown puts in a solid window display 
of fountain pens and pencil sets, and sells plenty of them. 
Window and store display signs may read, “Now is the 
WRITE TIME to buy a pen and pencil set.” Any- 
thing you put in the window, arranged and displayed 
attractively, is bound to produce some results, it was 
explained. ‘Your children deserve every help and en- 
couragement in their school work. And what could make 
them more happy and efficient than a pen and pencil set?” 

Those jewelers selling portable typewriters, feature 
them extensively in store and window, with such head- 
lines as “Are You Going to High School or College? 
If so, a portable typewriter will be just the thing for 
you to have at home or at college.” 

“Readin’ and writin’ and ‘rithmetic all demand pens 
and pencils,” is another headline used; as is “Back to 
School . . . be on time with a good timekeeper through 
a nationally known watch.” While those with an optical 
department run ads, store and window display signs 
about going back to school, with such statements as 
“Keep an Eye on Their Eyes . . . They will need good 
eyesight to make Good Marks,” and “Be Sure Their 
Eyes are Right, Frequently Health and Happiness De- 
pend on Good Eyesight,” and “Watch out for their eyes, 
no one else will.” 

Those carrying luggage items, of course, feature “go- 
ing to college” advertising and displaying brief cases as 


the Summer is over . . . Fall 
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Collegians 


@ Needs Are 


MANY 


@ in every hour of the college folk’s days, on and off the 
campus, many jewelry store items are “must’—absolute neces- 
sities for study, being on time or being well groomed. 


Black Star 


“the easiest way to carry books, and the many other 
school tools one must have,” also featuring luggage with 
“all aboard for college.” Bill folds are also featured. 

And for the girl going to college there are always 
fascinating bits of jewelry to make her look her best, 
and for boys, accessories to dress shirts, collar pins, cuff 
links, cigarette holders, and the like. 

Leather traveling clocks, radium dial, leather folding 
frames, and alarm clocks are also featured by some stores. 

Going away to college is a momentous business to the 
youth of any city and is equally important to parents, 
friends and relatives . . . so many things must be pur- 
chased for their comfort and convenience, and good luck 
gifts showered upon them. 

One jeweler makes a special window display of all 
the various items which the young man needs at college 
on one side, and on the other side what the young girl 
needs, and this is tied up in the store with another special 
display. 

Inject the campus atmosphere into your window and 
store displays if you would boost sales, because the only 
way to reach the school and collegiate market is to go 
after it in a big way. One jeweler features the greater 
part of his window to fountain pen and pencil sets, with 
the display sign: 


“Boys and girls need proper equipment to make their 
school work more profitable and enjoyable. Neater work 
and added pride in lessons in classroom or at home are 
assured. Styles to fit the growing hand, built to with- 
stand rough usage . 


Another sign read, “For Letters Home,” featuring 
fountain pens and pencils to match, with such headlines 
as “It’s Time to Get Ready for School,” “School Begins 
Soon,” “First Aids to Young Scholars,” “School Needs 
for Boys and Girls,” and this timely poem: 


“Vacation days are over, soon school will begin, as 
with books, pencil and pen, we'll all dig in.” 


And long before the school bells ring is the logical 
time to get out the old school slate and chalk, to figure 
out how to boost sales more effectively. The business to 
be obtained is not only important but it can be built up 
into an appreciable sales volume through merchandising 
aimed at obtaining the school and college business. 
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Creating Intimate Windows 


(From page 60) 
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The window floor was brought closer to the shopper’s 
eye level (45 inches from the sidewalk level) and the 
merchandise closer to the glass. By painting the “valance” 
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wide, 72 inches high and 36 inches deep. The reduction 
was mostly in height and depth, the width being reduced 
only 14 inches. 











® 1938 


fitted with a very exclusive, exposed 
16-jewels movement "in line”. 
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—New models of clear glass table clocks 


, 8-day, 


A 


down to a height of 72 inches from the sidewalk level 
we have practically eliminated all objectionable reflections. 
The lighting is more intense, even with a reduction of 





LE(OULTRE 


576 Fifth Ave. 





New York 











America’s most COMPLETE line... 







A, 
fter all, 


why not select your stock 
from the most COMPLETE 
line in America—the line 
that has EVERYTHING? 
‘Sterling by ELLMORE”’ 
is created by a_ select 
group of foremost designers and crafts- 
men and offered at prices considerably 
lower than those you have been accus- 
tomed to pay. Write TODAY to— 


THE ELLMORE SILVER CO. 
Department S—Meriden, Conn. 
New York: 347 Fifth Avenue 

San Francisco: 830 Market Street 


Left to Right— 
y 65 “VICTORIAN” 
CK 


* Price $15 Pr. No. 283 “‘COLONIAL’’ 
GHZORGIAN CANDE- CANDLESTICK 
LABRA . Height 10% inches 
No. 269 Stick. * Price $24 Pr. 






































Height 15% in. eae 

* Price $24 Pr. * Keystone 

No. 269/3 Removable ° 

Arm. Arm Spread 13 4 
inches. 

* Price $48 Pr. ALL 











GREETINGS! 


To the 
N. A. C. J. CONVENTION 


a 





The new CHASE LINE is ready with all 
staple and novelty numbers to meet your 


Fall buying requirements. 


6% Lt ne 
Side -of- Wrist 
Watch. 


Available in 
7, 18, or 

Jewels, in 
rolled gold 
plate case with 
stainless back. 








oO 


CHASE WATCH CORP. 
68 NASSAU ST. 
NEW YORK 
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the current used, and the shopper’s vision is focused on 
unified and balanced arrangements of the merchandise 
with a minimum of distractions. 

Lighting plays a very important part in merchandising 
today. Is it giving you the proper results you should 
expect, or are you merely burning electricity? 

Punch lighting or spot lighting is the proper illumina. 
tion for jewelry. Spotlights in your small window bring 
out all the beauty and sparkle in your merchandise. This 
is accomplished largely by bringing your articles on dis. 
play closer to the source of light. 

Installing the small windows need not be costly. These 
can, in a majority of cases, be built easily, with little 
material and labor. Blocking down the glass to frame 
the small window can be done with black paint. This 
your display man or a local sign man can do. 

An important consideration is the fact that the smaller 
windows require less in the way of fixtures, boxes, pads, 
drapes and the like, which in themselves represent a tidy 
sum over a period of time. These savings may be applied 
to the purchase of better quality materials for the display. 

If your store has a modern interior but your windows 
are not up to par your store traffic is less than it should be. 

Your rental is based chiefly on three factors: First, 
location as to traffic; second, frontage (including your 
window space), and third, size of your store. Are you 
getting the full benefit from your display space? 

The day when show windows were a catchall for mer- 
chandise—space to be crammed with as much stock as 
possible—is past. But there are still jewelers who con- 
tinue this practice in the face of study which has proved 
that a small selection of merchandise, dramatically dis- 
played, produces more direct business and good will. 

Smart windows, like leading fashion magazines, are 
accepted as style authorities. Even though they face 
Main Street, your windows can be “Fifth Avenue.” 


Judging Credit Seekers 
(From page 58) 


problem is to give just the proper weight to each factor. 

The man’s job is naturally the most important con- 
sideration. You are concerned with the size of the firm, 
his particular position, the length of time employed, your 
own knowledge of the steadiness of the firm’s operations, 
and the like. 

If he is in business for himself you consider his whole- 
sale references, a bank reference, knowledge of the lease 
he may have, any information you may have regarding 
credit experience on his class of business, etc. 

It is quite evident that the longer a man is on a job 
or the longer he is in business the more likely he is to be 
on that same job or in that same business throughout the 
life of his account with you. When the length of time 
is short or when other special factors, such as the sea- 
sonal nature of the business, affect the stability of the 
employment you look elsewhere on the application for off- 
setting favorable points. 

Such would be a record of prompt payment on ac- 
counts in other stores where the employment data was 
the same as on your application. You can justly reasor 
that if he paid other stores properly he will be just as 
regular with you. The man who meets his bills promptly 
as a matter of habit is not likely to contract an obligation 
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without being pretty sure that he will be able to handle 
we favorable point would be a bank account 
cunning into an amount considerably higher than the 
indebtedness to you. 

Home ownership is of course the highest degree of 
stability you could look for insofar as the home address 
i; concerned. Note however that such stability is not in 
itself a reason to approve credit. It is a contributing 
favorable point to be considered along with the employ- 
ment information. ‘This caution is mentioned here lest 
the wrong impression be given by the numerous references 
which have been made in these articles to the favorable 
implications of a stable home address. Employment sta- 
bility should be accorded a weight of at least 75 per 
cent and all other factors merely modify or confirm the 
tentative judgment dictated by that data. 

So much for the customer’s stability. The other im- 
portant consideration in deciding whether he is able to 
pay is the amount of his income. 

While there is no definite rule that can be laid down 
as to the correct ratio of the income to the amount of 
credit advisable, nevertheless the relation is there in every 
case. It may be one percentage in one instance and quite 
a different amount in another instance. 

The practical thing for you to do is to question your 
younger customers, especially when the sale runs above a 
moderate amount, and form your own impression as to 
whether they are buying without having given any serious 
thought to the amount which they can reasonably pay 
each month. You may have to do the thinking for 
some of them and if you are tactful in your advice you 
will make a good friend and an appreciative customer 
at the same time. 

Your older customers will usually be more responsible 
and in many cases you will have the advantage of a 
record of accounts in other stores. You will come upon 
an application sometimes where on the very face of it 
the customer is buying beyond his means. If you cannot 
induce him to modify his purchase you are better off turn- 
ing down the sale. Sometimes you will find that there 
is additional income from property or other sources 
which make the case look different. It is up to you to 
obtain this information and not to accept blindly a cus- 
tomer’s statement that he can pay when you know his 
income is not sufficient. 


Have I Enough Accurate Data to Enforce Collection or 
Return of the Merchandise If the Customer 
Fails to Pay? 


Exact details about the customer’s residence and his 
previous residence, exact details about his employment, 
and his references are what you need for collection pur- 
poses. 

The most important information here again are the 
details of his employment as can be readily understood. 
Be sure that you know exactly where the customer works 
and exactly what he does. You cannot be sure of this 
until you have verified the information he has given you. 
If for any reason you cannot verify it then you should 
have an almost perfect application in all other respects 
to justify the risk. 

If you will follow in detail the suggestions given in 
the last article you will usually find yourself in a good 
collection position on all your applications. Your biggest 
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. . . for combined WATCH-AND-TIMER duties 


For many years the trade has turned to the Racine organization for 
timing devices to meet the needs of American industrial, scientific 
and professional fields. The recent development of improved pre- 
cision technique by Gallet has made possible a remarkable new 
series of watch-timer-chronographs with extraordinary time-record- 
ing properties. The demand for these instruments is at its peak 
today—affording great sales opportunities for retailers everywhere. 


GALLET 

2 BUTTON 
CHRONO- 
GRAPH 
No. 924/7 





This noteworthy instrument performs all the following duties .. . Ht 
is a fine every-day WATCH; it is an excellent fifth-second TIMER; 
it is a TACHOMETER for measuring speed and time; a TELEMETER 
to record the distance of light and sound. Fine 17 Jeweled 
movement. Double button for time-out feature. 30 minute register. 
Telemeter, tachometer tracks in red. Obtainable in 14 Karat Yel- 
low Gold Case; or in stainless steel. Other models without telem- 
eter-tachometer tracks but with black dial (gilt numerals) or with 
luminous dial. 


GALLET 

2 BUTTON 
CHRONO- 
GRAPH 
(Black Dial) 
No. 931/B 





Superior quality, smallest size wrist chronograph ever made. Black 
enamelled dial with gilt hands and numerals. Time-out feature. In 
stainless steel or 14 Karat Solid Gold Case. Also available in white 
silvered dial, or with single button. All models are 17 Jeweled. 


Write for FREE Catalog of Smartly Styled 
GALLET Special CHRONOGRAPH WATCHES 


en a 
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Jules Racine and Co., 20 West 47th St., New York : 
Please send me your catalog showing the complete line of ° 
Gallet Special Chronograph Watches. . 
NAME : 
ADDRESS : 
CITY 5 

4 








Lets, set down y to 
; ! rass , 


< e se) ‘Tacks / | 





~ You Buy 
OLD GOLD, SILVER, 


platinum, filled scraps, etc. 


IF NOT-—YOU SHOULD 


because it can be done profitably and 
as a basis for increased business. 

Every one who sells to you is a poten- 
tial customer for jewelry. 


We, as refiners, want your business. 
The precious metals are used in 
making up 
solders, 
plates, 
wires, etc. 
for jewelers and dentists 


v 
That is why 
DEE CHECKS SATISFY 


DEE & CO. 


PRECIOUS METALS 





REFINERS ~- MANUFACTURERS 


55 E. WASHINGTON ST. CHICAGO 
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hazard is carelessness and a too optimistic attitude re. 
garding your risks. As was stressed in the last article 
you never know what accounts will cause trouble, 

The jeweler who essays to disregard what he might 
consider the drudgery and the little details of efficient 
credit work when he is considering an A-1 credit risk 
will pay the piper sooner or later. 





‘“‘No-Collectors” Policy 
(From page 87) 


‘For example, take the case of a man who bought a 
$100 ring and agreed to pay $2.50 per week. He soon 
finds that he «was over-optimistic about his ability to pay 
and wants to call the deal off by returning the ring. The 
office manager will no doubt start off by reselling him on 
the desirability of owning a diamond ring. Then, by 
process of elimination, he finds out how much he can pay 
per week. The result will probably be that a $50 or $60 
ring will be selected and a new sale consummated. 

“Option No. 2 covers cases where the customer has a 
good paying record, but gets into a position through loss 
of his job where he cannot make the agreed payments 
for an indefinite period. The first step is to assure the 
customer that his credit is still good with us; that no 
doubt his ability to pay will shortly be restored. The 
next step will be a sincere effort to build up his courage 
and confidence in himself, as well as to make him appre- 
ciate the desirability of the merchandise in which he has 
a considerable equity. ‘Two or three extensions of prob- 
ably two weeks are usually given as a gesture of coopera- 
tion. If, after that lapse of time, the conditions remain 
unchanged and the customer still feels that he would be 
relieved if freed of the obligation, the privilege of return- 
ing the merchandise for full credit is extended. The 
account is left open for a more or less indefinite period. 

“In such cases we suggest to our office managers that 
when a customer of this type comes back, he should be 
sold the original amount, plus the amount of his equity. 
I have a case in mind which illustrates the point. In one 
of the smaller cities a young fellow with a good family 
background bought a diamond ring for $295. After pay- 
ing $150, he lost his job. Planning to into the mountains 
to look for work, he wanted to turn the ring back and 
call it square. Following the policy just outlined, the 
office manager accepted the ring and held the account 
open for almost two years by checking up with him at 
intervals. Finally, he returned to his home town to a 
good job. We sold him a $450 ring. Applying the $150 
credit, he started out with a new contract of approxi- 
mately the same amount as the first one. There is every 
reason to believe that this time he will carry through to 
a finish. Had his prospects been dubious we would have 
been satisfied to renew the contract with another $295 
sale.” 

“Strange as it may seem, the only trouble we have 
with our system is getting our office and store managers 
to interpret the policy broadly enough. They sometime 
feel that, because of it, we are imposed upon. But we 
always remind them—and someone from headquarters 
visits each store at least every two weeks—that we want 
to spend some money on our customers; that we expect 
to be taken advantage of occasionally. The comparatively 
small sum involved, even over a year’s time, is a well- 
justified investment in good will.” 
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The “Sizzle” Makes People Buy 
(From page 55) 


When you face your prospect don’t Guess and Gamble 
—don’t Stammer and Stutter—don’t Hem and Haw! 
Know what you are going to say and do. Be sure it is 
“TESTED”! 

The rule to keep in mind is this: /t’s all in what you 
say the first 10 seconds! 

If you apply this simple rule, the technique that goes 
with what you say will come naturally to you in, 


3 “SAY IT WITH FLOW ERS” 

This simply means prove your statements. Give a quick | | 
customer benefit—but then prove it the next second. 
“Happy returns of the day,” when accompanied with 


flowers proves you mean it. 
You have only 10 short seconds and two able hands to 


sell the prospect—so fortify your words with performance | | 
—back up your selling sizzles with Showmanship! 1M 
Your words will get much better results if SUP- | 


PORTED with action than if left hanging in mid-air to 


themselves—no matter how good the words may be. | ’ 
You all know how little the perfunctory “Thank you” || The World's Most Accurate 


’ a to you. It lacks the reinforcement || Wristwatch Made Waterproof 

It’s the little things you DO as you speak your lines 
that make the sales presentation stand out. The move- 
ment of your hands—your head—your feet—tells the 
prospect how sincere and honest you are. 

Don’t be a “comic valentine” salesman with a shine 
in your sales talk—and bags in your selling technique as || 
well as in your pants. Don’t be the “telegraph operator” | 
who knows the message but fumbles the keys. 

Synchronize your sizzles with SHOWMANSHIP! 


The motion that accompanies utterance of words—the 











STEEL & GOLD CASES 
17 JEWELS 
RETAILING FROM 


$37-5° 


expression on the seller’s face at the time—the manner in SEND FOR 
which he handles the product—all are a PART of a suc- SAMPLES 
cessful presentation with “Tested Selling. 

The rule for you to apply is this: Say the sizzle quickly AND 





—but say it with gestures! And then when the time 
comes to stop your parade of sizzles and ask the prospect 
to buy, use the principles in, 


4. “Don’t Ask If—Ask Which!’ | » 2 
sat Officially Awarded 


We mean you should always frame your words (espe- 


| WINDOW DISPLAY 


cially at the close) so that you give the prospect a choice by the 
between something and SOMEthing, never between some- | | 
thing and nething. Kew Teddington Observatory 


Ask leading questions like the good lawyer—but always 
ask a question that gets the answer you want! Never | 
take a chance and ask a question unless you know the reply | | Observatory of Geneva, Switzerland 
you will get. . 

There are two kinds of salesmen, those who talk with | 4. 
question marks and those who talk with exclamation || Highest Honors 
marks. Be the question mark salesman who hooks his | Ever Cliccined inv Weieeeeenl 
Prospect’s interest with leading questions—not whacks | y 
him into submission with exclamation marks. 


Never ask the prospect does or if he wants to buy—but ° . 2 
which! Give him a choice. Ask him what, when, where Appointed Factory Distributor 


or how much he wants to buy. Not if—but which! 
Ask the right question—and you'll get the answer e i. SI Le) qa 
YOU want! 


“Tested questions” revive wavering sales. Whenever BEVERLY HILLS . CAL. 


you feel the sale slipping ask a question that will start 


Besancon Observatory, France 
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QUARTETTE 
OF STANDARD BOOKS 


OPHTHALMIC LENSES 


By Emsley and Swaine, distinguished English authorities. 


Dealing with theory and shop practice; 318 pages, 
numerous diagrams and useful tables; price $6.00. 


PRINCIPLES AND PRACTICE OF 
PERIMETRY 


(Third edition, thoroughly revised) 
By Luther C. Peters 
A favorite text book for years; 280 pages, with dia- 
zrams and colored plates; price, $4.50. 


RECENT ADVANCES IN 
OPHTHALMOLOGY 
By W. Stewart Duke-Elder 


Telling of research work in Ophthalmology and as. 
sociated sciences; hence it has much of at least indirect 
imterest to optometrists; 434 pages, well illustrated; 
price, $4.00. 


OPHTHALMOSCOPY, RETINOSCOPY 
AND REFRACTION 


By W. A. Fisher 
290 pages, profusely illustrated; price, $3.75 


Order from 
- THE OPTICAL JOURNAL & REVIEW 
239 W. 39th St., New York 














Cash in on 
Sentiment 


PRESERVE 
BABY SHOES 


in 
SOLID METAL 


by the beautiful 
Bron-Shoe Process 


Write TODAY for 
FREE display card, efc. 





(new Classic Ashtray) 


BRON-SHOE CO. 


184 N. HIGH ST. 
COLUMBUS, OHIO 


Prompt service everywhere 
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you off on a new track. A “tested question” gives yoy , 
“breathing spell” while the prospect answers. 

The rule to remember is this: You can catch more fish 
with hooks than with crow bars. 

Now with these four important selling points in mind, 
there is still one more necessary to the making of a suc. 
cessful sales presentation and that is, 


5. “Watch Your Bark!” 

Consider how much the little dog can express with just 
one word and one tail to wag. What he can do with the 
tone of his “woof” and the “wag” of his tail in conveying 
his many messages to you—is well worth emulating. 

Watch the bark that can creep into your voice—watch 
the “wag” behind your words, is the fifth and final ear- 
mark of a successful “tested selling” presentation. 

For the finest “sizzle” that you “telegraph” in 10 sec- 
onds, with huge bouquets of “flowers,” and lots of 
“which,” “when,” “where” and ‘“‘how,” flops if the voice 
is flat. 

Don’t be a Johnny-one-note. Train your voice to run 
its entire scale. Cup your hands behind your ears and 
hear yourself talk. Be a director who can ‘play all the in- 
struments. Avoid voice peculiarities. 

Have the voice with the smile, but not the smile that 
has been automatically “turned on” for the immediate 
benefit of the prospect. 

Never smile insincerely like the wolf at Red Riding 
Hood’s door. 

Remember: the wooden Indian never sold a cigar. He 
merely brought customers into the store for a real, live- 
wire salesman to sell. 

This fifth rule is simple: It is all in how you say it— 
and the way you say it—as well as in what you say! 

If you will apply these five simple selling points you 
will find that your sales are just bound to be more accu- 
rate, fool-proof and faster—for these five principles come 
fresh off the firing line, and are tested to make people re- 
spond to your way of thinking. 

If you want to read more about these five Wheeler- 
points and see many examples of them, read our new book, 
“TESTED SENTENCES THAT SELL.” 

My services in the jewelry field have been retained ex- 
clusively by the International Silver Co. of Meriden, 
Conn., which will send to any jeweler who requests it 
a copy of my “Sizzle Book,” an abridged edition of 
“Tested Sentences that Sell,” on receipt of 25 cents to 
cover mailing costs. In addition each jeweler will receive 
a series of “tested selling sentence” bulletins for jewelers. 

Now I have given you these five points, the result of 
10 years’ study of the sales words and techniques used by 
successful salespeople in many kinds of businesses, and you 
can apply them to your business. 

Successful selling depends of course on many things, but 
after all, it is the words you use and the things you do as 
you are face to face with your prospect, that make or 
break the sale for you. 

There is no such thing as “magic words.” 
is “word magic’’! 

“Tested selling sentences” are never “high-pressure” 
or “canned” statements—we do not recommend either— 
they are well-chosen sentences designed to give the pros- 
pect the necessary information in an acceptable manner 
so that he or she can easily and naturally reach the con- 
clusion YOU are aiming for. 


But there 
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In every buyer’s mind there is always a ‘‘dream” and a 
“need” whenever they are making a purchase of any 
consequence. ‘The first thing the seller should therefore 
do is to satisfy the “dream” desire but, secondly, be sure 
to fill the ‘‘need.” The “sizzle” stimulates as well as 
satisfies the “desire,” but be sure the “steak” came from 
the right part of a good steer or there will be the reaction 
of disappointment. 

Summed up, the philosophy behind ‘“Tested Selling” is 
simply this: ““Don’t think so much about what you want 
to say as about what the prospect wants to hear—then the 
response you will get will more often be the one you are 


hoping for. . . 
N.A.C.J. Convention Sept. 11-15 


(From page 57) 


’” 





ventory and stock control, direct mail advertising and pre- 
miums and gifts. 

The annual business meeting, with reports of election 
of officers and other such matters, will be held Thursday 





A. K. SHIPE 
Attorney for N.A.C.J. 


LANSFORD F. KING 

Advertising Counsellor 
afternoon, Sept. 15. The annual banquet will be held 
that evening, in the grand ballroom of the hotel. 

The annual College Inn Frolic will be the attraction 
for those arriving Sunday night, Sept. 11. At this there 
will be a special floor show with nationally known guest 


HARRY BRIDGE, advertis- 
ing man of Philadelphia, 
who with Lansford F. King 
will conduct the clinic on 
advertising. 





stars participating. The ladies will have their annual 
Keno party on Tuesday afternoon, Sept. 13. 

The exhibition hall, the decorative scheme for which 
has been changed this year, will be opened at 9 o’clock, 
Sunday morning, enabling those jewelers within driving 
distance of Chicago who are unable to leave their stores 

(Please turn to page 110) 
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HONESTY is nota virtue 


... it is good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
aum, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ac- 


curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 

















PRECIOUS STONES 


A non-credit course 
for 
Professionals and artisans in the trade 
Collectors and interested amateurs 
by 
Professor G. I. FINLAY 
Geologist-Lecturer-Lapidarist 
Fifteen sessions from 8:00 to 9:45 P.M., 
Beginning Thursday, September 29 
at 
Division of General Education 
20 Washington Square North 


NEW YORK UNIVERSITY 




















Wear ¥ New. 


The “INDEX” Finger Ring 


ALSO PINS AND EMBLEMS 
“FIRESIDE TALK” 


to show your loyalty in our 


march to PROGRESS 


also our 


“G.O. P. LIBERTY” 


to indicate you are for FREE- 
DOM, INDEPENDENCE and 
SELF GOVERNMENT 
(Gold Filled) 


Patented and Trade Mark Registered 
Price by mail, either ring, $1.00 each 


“INDEX” JEWELRY CO. Wheeling. W. Va. 


(Sterling Silver) 


105 








INVISIBLE STITCH BILLFOLD 


True to tradition, Prince Gardner comes through 
this season with another quick sale scoop in the 
sensationally new Classifier. Here’s a billfold with 
personality plus—eye appea! that’s sure to attract 
the holiday trade—and six intriguing new fea- 
tures—in addition to the famous Prince Gardner 
“invisible stitch” construction. Every feature can 
be demonstrated convincingly. Prince Gardner 
quality can be talked about enthusiastically—and 
with this luxurious “Classifier” billfold retailing 
from $3.50 up, there’s no reason why you shouldn’t 
enjoy splendid sales—and equally splendid profits. 


NEW Classifier 





Holiday buying is in full swing right now, so don’t 
delay. Write today for samples and prices. 


Other Prince Gardner Invisible Stitch Billfolds in 
a wide variety of leathers to retail from $1.00 up. 


Christmas 
Gift Sets 


An ideal combina- 
tion of superb 
Prince Gardner 
quality. Matched 
sets of two or three 
pieces, packed in 
beautiful gift boxes. 
Priced to permit a 
liberal markup. Be 
ready for holiday 
selling. Write to- 
day for sample as- 
sortment. 


Samples and Prices on Request 
PRINCE GARDNER, Pine at 19th St., St.Louis, Mo. 





“20 


Outstanding Features That Make the “Classifier”’ Amazingly Popular 








Folds without 
buckling. 


Pull tab card 


| No stitches to 
pocket. 


wear. 








Optional mon- 
ey pocket. 


Concealed se- 


Duplicate key 
cret pocket. 


pocket. 


4 6 
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Open Displays Boost Gift Sales 











Modernized Settings for the Gift Shop 
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to “browse around” are important factors in the success- 
ful modern gift department. Open displays, attractively 
arranged to make it easy for the customer to see and 
touch the merchandise, are a big help in increasing sales. 
How such gift shops can be inexpensively arranged in a 
corner of the average jewelry store’s sales floor or in part 
of the unused basement is shown in the sketches. 

Sketch 1 shows a back-of-the-store gift shop arrange- 
ment that is made of wallboard on a wooden frame. The 
sections extend 30 inches from the wall, which is also 
the width of the lower shelf. The center shelf may be 


AN 


AN INVITATION 


GIFT SECTION 
EXTENSION OVER SHOW CASES 


molding of the average wall cases (seven to eight feet 
high) to a line even with the outer edge of the show 
cases. A skeleton framework, made of wooden strips four 
inches wide and one inch thick, is covered with cream 
colored Upson board on the under side; holes are cut to 
insert a row of lights centered over the showcase top. 
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TO BROWSE 
AROUND.. 




















Z7 EXTENSION 
SHELF FOR THE 
NARROW 
STORE 


20 inches wide, and the top shelf 10 inches wide, and 
made of glass. Concealed lights are used above the shelv- 
ing. The top and bottom areas can be plum color, with 
the inside done in a light rose tan. A plum carpet or 
heavy linoleum in this section will give customers an 
unconscious feeling of stepping into a special shop. 
Sketch 2 pictures a canopy top extended from the top 
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SIDE SECTION 
GIFT SHOP 





The front of the canopy is faced with six-inch light 

wood, about three-eighths inch thick in cream color, with 

a one-inch strip in plum color at the top. The canopy is 

fastened to the wall casing molding at the back, and 

supported on chrome finished rods at the front. The 

showcases and wall cases are lined with light blue, with 
(Please turn to page 113) 
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ARDEN LAMPS & SHADES 
16 EAST 53d STREET NEW YORK CITY 








westinghous® 


| LN Gegho™ 





Something quite new and different in 
lace figures 
and unique with us. 


About 50 models in different lace Jewelers! TAP THIS 


patterns to retail at 
$599 to $50. Each ACTIVE MARKET 


: 
\ 


fii 
\ 





Thousands of women want and need the ‘‘Effortless 


—some cheaper— Ironing’”’ provided by modern Westinghouse Auto- 
matic Irons. More and more homemakers are be- 
Also reproduction of Dresden, Chelsea and other lines. coming “electric cooking conscious” — prime pros- 


pects for the practical, timesaving Westinghouse 
Automeal electric roaster. Here’s an active, profitable 
market you can tap with only a small investment. 


Write for details and sales plans today to Westing- 
PAUL A. STRAUB & CO., Inc. house Elec. & Mfg. Co., Dept. 8260, Mansfield, O. 
105-107 Fifth Avenue 


at 18th Street New York Westinghouse 
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Stock on hand for immediate shipment. 
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@ Tables like this, set with china-, glass- and silverware selected by the bride-to-be, help 
J. R. Cox’s sales of wedding gifts. 


by RUEL McDANIEL 


‘hee are enough brides 


during the course of a year in any town large enough to 
have an exclusive jewelry store for it to pay the jeweler 
to cater especially to these brides in the sale of chinaware 
and other wedding gifts, according to the experience of 
J. R. Cox, jeweler, of Sweetwater, Texas. 

By catering to brides and their friends, Mr. Cox has 
done much toward building up his approximately $10,- 
000 a year chinaware and glassware business. 

He and Mrs. Cox watch the papers closely for an- 
nouncements of engagements. Having lived in the town 
all their lives, they know ‘“‘who’s who” in the social set 
and act accordingly. When they learn of a forthcom- 
ing wedding, they already know or learn quickly from 
the prospective bride’s mother who are her close friends 
and likely to give her presents. 

Mr. Cox then talks with the bride and suggests that 
the store set up and decorate a special table for her in 
the store and notify her friends to come to the store to 
see her chinaware pattern. Gaining the bride’s co-opera- 
tion, which usually is without difficulty, in this plan, he 
then asks her to come to the store as soon as possible and 
select her pattern. This done, he makes a table display 
of that pattern, decorates the table appropriately with 
wedding accessories and places a card on the table bear- 
ing the prospective bride’s name. 

Then he telephones all her friends and asks them to 
come by and see her table. When they come in, he offers 
to assist them in selecting an appropriate gift to match 
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with the china pattern the bride-to-be has selected. He 
proves of service in many cases, too, in preventing friends 
duplicating articles for the same bride, by keeping a rec- 
ord of what is purchased for this particular girl. 

Mr. Cox likewise watches the papers for other signif- 
cant social news, such as wedding anniversaries, large 
bridge parties and the like, and gets in touch with persons 
likely to buy gifts for these events, inviting them to the 
store to select such gifts. 

Catering to gift-givers not only has been a vital factor 
in building a profitable chinaware and glassware business, 
but it has helped direc-ly and indirectly in selling other 
merchandise, Mr. Cox says. 


Buying Active at Chicago Gift Shows 

Buyers in attendance were more than 20 per cent 
greater than last year at the Chicago Palmer House Gift 
Show which opened Aug. 1 and closed Aug. 12. Al- 
though buyers seemed to be looking for the new and 
unusual novelties, many were filling in their staple lines 
to a great extent and wanted their merchandise shipped 
within the six weeks. Quality merchandise had first call, 
and the majority of jewelers were looking forward to an 
excellent fall and holiday season. 

At the Merchandise Mart in Chicago held during the 
week of Aug. 1 to 6, an increased number of buyers at- 
tended. Orders, it was generally reported, were smaller 
individually but there were more of them, sufficiently 
more to raise the dollar totals above a vear ago. 
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Brown Betty os, 
CASSEROLE 


Glorious combination of genuine old-fashioned 
earthenware (the unqualified choice of good 
cooks for generations) and cheery, modern 
chrome. 


New and different—its gracefully arched cover 
of shimmering chrome is relieved by a simple 
swirl design and is topped by a harmoniously 
proportioned, heat-resistant, composition knob. 
The Casserole Dish, (114 qt. capacity) beau- 
tifully designed and artistically grooved in ver- 
tical lines, provides a quaint touch in contrast 
to gleaming chrome. Dish is available in 
Colonial Blue, Buttercup, Burgundy or rich 
Brown Betty, and fits exactly into indented base 
of a wide tray of polished chrome. Flare borders 
of tray carry out swirl design on cover. Individ- 
ual gift box. Within the popular price range! 
BOSTON GIFT SHOW 
ParKER House, Room 628—Sepr. 12 to 17 
PHILADELPHIA GIFT SHOW 


Hotei BENJAMIN FRANKLIN—Room 436 
SEPTEMBER 26 To 30 


We NEW 1939 CATALOG OF GIFTS 
by EVERCRAFT 


eee Just off the press! A handsome 
“tt variety of modern chrome gifts, 
fully described, priced and illus- 
trated! Send for your copy today! 


The EVEREDY CG. 








3 EAST STREET, FREDERICK, MARYLAND 


NEW YORK SHOWROOM: 225 FIFTH AVE. * CHICAGO: THE ZANGS CO., MERCHANDISE MART 








| Acme Corp. 
| L. Adels Co. 
; Aisenstein-Woronock & Sons, 


{ 
| 


| 


| 


| American Jewelers Bureau, Inc. 





N.A.C.}. Convention Sept. 11.15 
(From page 105) 
except on Sunday to attend. Convention hours will be 
from 9 a.m. to 6 p.m., each day except Monday and 





Two champions. Jenna, lovely young figure skating champion 
from Missouri, and Robin Scott, Pacific Coast champion, are 
featured in the “St. Moritz Express” ice revue at the College 
Inn, starring Helga and Inge Brandt, and Frankie Masters’ 
orchestra. 


Wednesday when they will extend until 9 p.m. The ex- 
hibition will close promptly at noon, Thursday. 
The list of exhibitors is as follows: 


A 

Arnstein Bros. & Co. 
Arrow Mfg. Co. 

Arsea Sales Co. 

Art Metals Works, Inc. 
Asterloid Mfg. Co. 
Axel Bros. 


Inc. 
Allison-Kaufman Co. 


Americ. Safety Razor Corp. 


| Amerith Division of Celluloid 
Corp. 

B 
The Ball Co. Emil Braude & Sons 
Bardach & Gran Bristol Seamless Ring Co. 
Bass-Luckoff, Inc. Bruner-Ritter, Inc. 
C. J. Bates & Son Buffalo Jewelry Case Co., Inc. 
Benedict Mfg. Co. Bulova Watch Co. 
Benrus Watch Co. Buss-Linthicum-Thorson, Inc. 
Bock-Lewis Co. 

Cc 
Ed Cain & Co. A. Cohen & Sons Corp. 
Chicago Flexible Shaft Co. Continental Silver Co., Inc. 
Davidson & Sons Jewelry Co. Detrola Corp. 
Dennison Mfg. Co. E 
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Elgin American Co. 
Elgin National Watch Co. 
England, Klein & Levy 


E. I. du Pont de Nemours & Co. 
Eichberg & Co. 
Electric City Box Co. 


F 
Farber Bros. Philip Florin, Inc. 
S. W. Farber, Inc. 
G 
General Electric Co. J. H. Gross & Co. 
Goodman & Co. Gruen Watch Co. 
B. & E. J. Gross Co., Inc. 
Hamilton Chain Co. The Heller Co. 
Hamilton Watch Co. A. Hirsch Co. 
The Harris Co. Hoffman-Goodman Mfg. Co., 
Leo Heilbrun Co., Inc. Inc. 
Helbros Watch Corp. ' J. Horowitz & Son 
Idealite, Inc. The Iskin Mfg. Co. 
International Silver Co. 
Jennings Silver Co. K 


L. & M. Kahn & Co. Knapp Monarch Co. 
Kinsley-Kovsky Jlry. Mfg. Co. Jacques Kreisler Sales Corp. 


(Please turn to page 116) 
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@ This handy flashlight, the length of @ An ingenious sliding shutter, affording @ Several unique features are embodied 


an average key, in combination with key protection when traveling, is a feature of in the Knapp electric shaver by Knapp- 
chains for men and women, is a product this new alarm clock by Westclox. It Monarch Co., which is revolutionary in 
of the Cleevelandt Corp. retails at $3.95. design and operation. 








@A bridal clip, exquisitely executed in 

platinum, with 32 matched “Orienta” cul- 

tured pearls and 21 diamonds by Leys. 
Christie & Co. 


@ One of the many new lockets recently 
added to the extensive line of the J. M. 
Fisher Co. 


@A gift which combines beauty with 
utility is this crumber set, a new creation 
of the Everedy Co. 





@ The Capstan, retailing at $9.95, is the @ A product of the McGraw Electric Co., @ This 17-jewel lady’s watch is from the 

September offering of Seth Thomas Clock this de luxe hospitality set with toaster Fall line of the Hamilton Watch Co. With 

Co., in its new “clock of the month” plan and appetizer dishes, trays and lap trays 14k gold filled case and bracelet it retails 
now starting. retails at $23.95. for $50. 
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Sf @ For the busy executive or socialite who 
must keep handy 2 record of engage- 
ments, this Ronson Touch-Tip lighter with 

calendar makes an acceptable gift. 

















- 
mm 








@ V.. lamp in natural colors by H. G. 

McFz in & Co. retails from $12.5C to 

$16.£_. While one bulb illuminates base 

and vase, the top is made to hold water 
in which flowers may be placed. 


@ This charming “magazine” bracelet by 
the Speidel Corp. is proving a popular $} 
retail item. 


@ Reduced slightly in size, “Streamline” 

new playing cards by the Kem Card Sales 

Corp., New York, are more graceful, 
beautiful and easier to handle. 


@ Prayer book and rosary combination is 
from the new line of Waite, Evans Mfg. | 
Co., subsidiary of Louis Stern Co. 














@ Above—This patented cross watch, 

introduced recently by the Belove 

Watch Case Co., New York, has prov- 
en a popular jewelry store item. 








FAST 
MOVERS 
because they're 

unique 


BELLOVA 
GIFT LAMPS 
For JEWELERS 


These unusually decorative lamps 
are fast-sellers in the jewelry 
trade. Very smart and distinctive, 
Bellova Lamps make perfect gifts. 
The entire lamp is of special 
translucent glass. Both base and 
shade illuminate—unusual! 
Available in a wide variety of ap- 
pealing designs and vivid color 
combinations. Lighted, on counter 
or in window, they make an eye- 
catching display. 


Write for new illustrated folder. 


H. G. McFADDIN & CO., INC. 
EST. 1874 
324 FIFTH AVE. NEW YORK 


Visit our showrooms. 


pode BLUE ELAINE 


Sell “Starter Sets” of Spode and 
make permanent customers. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave.,New York 
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Open Displays Boost Gift Sales 
(From page 107) 
accents of plum. The lettering “gift shop” on the canopy 
is light blue cut-out letters, edged in plum color. 

Sketch 3 is for use in a narrow store, keeping the 
shelving about 15 inches wide, with an extension shelf 
set in at counter height which is about 24 inches wide. 

Sketch 4 shows a divider of Upson board used to set 
apart the side section gift shop. Glass or chrome finished 
brass rods are inset. The top band is of Upson board with 
a top half of plum color and the lower half in peach. 

















GIFT OISPLAY 
AROUND POST 


The shelving is in cream tan. The gift shop sign is in 
light linoleum-covered plum colored top with peach sides 
and a plum base board. Can be left open at the back for 
merchandise. The center portion of the divider is a little 
darker shade of cream tan than the shelving. 

Sketch 5 illustrates a gift section built around a post 
(the post isn’t necessary, however, as the canopy top rests 
on a frame built on the top of the post panels). The 
counter itself is linoleum covered on wood, with a frame 
of 2 x 2 lumber. The sides are composition board, with 
a wooden base board. Extra shelves may be set on the 
post panels, with the screws that hold the brackets set in 
the wooden frame for security. The canopy can be done 
in plum with cream center and blue lettering, the post 
panels and sides of the counter should be cream tan also. 
The linoleum counter top should be plum. Lights may 
he concealed in the canopy. 


Table Settings Work for Zell’s 
(From page 91) 

pattern of sterling had a decorative background of cox- 
comb, festooned within a white birch log frame. Cluster 
of fresh grapes and rare foliage partly concealed the 
posts of this frame, and formed a luxurious background 
or a candelabra of tall tapers at the center. Grape clus- 
ters were also massed around the serving dishes at eacli 
end of the table. 

“Results of this permanent promotional program on 
behalf of sterling have been to create exceptional demands 
for the patterns displayed,” says Mr. Zell, adding, “We 
consistently stock 70 patterns of sterling in 10 different 
makes, and also maintain a brides’ pattern registry as a 
special service for friends seeking gifts that will exactly 
meet their desires. 

“As a result of this program we do 80 per cent of our 
silverware volume in sterling.” 
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This Is One of Our Best Selling 
DRESDEN CHINA VASES 


7% inches high 


The vase is pure white, the 
beautifully colored roses 
and forget-me-nots are not 
painted on the vase, but 
are made separate, hand 
colored and then appliquéd 
to the vase. The result is 
a most exquisite and daintv 
article, that attracts atten- 
tion the moment it is 
placed on display. 


The price is so low, that 
you can make an ener- 
mous profit. 


In fact, you cannot only 
make a big profit on our 
gift goods, but their dis- 
play in your showwindow 
will induce many to enter 
vour store. 





Send for our illustrated price lists, they will be a reve- 
lation to you. 


Leo Kaul Importing Agency 


115-119C South Market St. Chicago 














Swedish Silver Plate 


**Modern”’ is the word for this exquisite silver plated cock- 
tail set. Its simplicity of design and its gracefulness make 
it a distinctive gift that will meet the demands of the 
most discriminating. 

Silver plated shaker with ebony cover and black enamel 
striping—$25.00 retail. 

Silver plated cocktail glasses with gold finish inside and 
ebony stem—$2.50 each retail. 


PRODUCT/ - FROM -/WEDEN « 





; Enright-LeCarboulec, Glass Division 
ee 932 Broadway, New York City 


is your 
guarantee In Chieago: Rob’t P. Pierce, 1532 Merchandise 
it's Mart 
authentic In Los Angeles: Irene B. Fish, 3275 Wilshire Bivd. 


In Canada: Wm. Junor, 332 Yonge St., Toronto 
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@ No electric razors are accepted for refund by A. Kahn, Inc., Washington, D. C., but instead a complaining cus- 
tomer is sent to a designated barber shop-service station where he is given a lesson and a shave for a neminal fee 


Etectric shavers are selling, 
no question about that. There is a public demand for 
them, whetted by merchandising in the jewelry store, 
window. and store displays. The number sold during the 
course of a year by A. Kahn, Inc., in Washington, D. C., 
is truly astounding. 

There is plenty of national advertising as well as local 
newspaper advertising by the manufacturers and. dis- 
tributors. That helps account for it. They are moving 
right along from day to day and week to week, month 
in and month out. A steady demand like the dripping 
of water. 

And the astonishing thing about it all is that 50 per 
cent of the shavers purchased today are bought by the 
women as gifts for their male relatives and -financés. 
Around the holiday season they make exceptionally fine 
gifts. Last year the store sold out and had difficulty re- 
plenishing stock at the last minute Christmas rush because 
the distributor was also sold out and the factories had 
no more on hand to supply orders. 

“We find that people will buy these razors and keep 
them if they can only buy them with the understanding 
that they must keep them and that there will be no such 
thing as an-exchange or a refund,” explained Arthur J. 
Sundlun. “We tell them they have to buy the shaver 
and get used to it. Perhaps we don’t sell as many as we 
used to, but it is the only sound way of handling them. 

“Before that we had to sell a razor three times. We 
would rather sell less because it is the most satisfactory 
way to handle them. In other words if you give them 
the impression that they can bring them back if they are 
not satisfied, they will do just that in nine cases out of 
ten. Up to the time we adopted that policy of ‘buy ’em 
and keep ’em’ we were selling them over and over again. 

“We sell all types of electric shavers. We display them 
in the window and keep them with the men’s articles. 
People come in and ask for them as a result of hearing 
others talk about them or through seeing national adver- 
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tising. 

“There ought to be a law against sending them back, 
after buying and using them, because if a person buys 
a mattress and uses it, he cannot send that back. There 
is a law against it, also on cosmetics, which are not return- 
able. 

“Here is an article from the health point of view, 
whose return should also be forbidden by law. People 
do have skin diseases. If they buy a razor and try it, and 
bring it back, and you resell it, the chances are it has not 
been thoroughly sterilized, and you ought really not to 
resell it anyhow. 

“From that point of view and the cost of extra han- 
dling, we have adopted the policy of handling them with 
no refund and no exchange. And in final analysis we 
do not believe we have lost any sales on that account. We 
explain to them that they must get used to it and that 
it will take a little time to get used to shaving with 
an electric shaver. We think, and many satisfied users 
think, it is an advantage over the ordinary razor. 

“The distributor also maintains a local hospital for 
electric shavers, where sick buyers can go and ge treat- 
ments. A service station has been designated, being a 
local barber shop, where all the barbers have been trained 
in the use of the electric shaver from A to Z. 

“Tf a person comes in and complains and says he can- 
not get a decent shave with the electric shaver and is not 
at all satisfied with the results he is getting, we send him 
to this barber shop. There the barber explains all about 
its use, and will give him a shave. If the customer does 
not bring his shaver along with him, the barber has a sup- 
ply on hand and gets one out of stock. The barber charges 
him 50 cents for the shave and service, because it takes 
quite a bit of his time. The ordinary shave only costs 25 
cents. Any man that has electric shaving troubles generally 
catches on after one visit to the service station. And 
that keeps him sold, and in due course he becomes an en- 
thusiastic electric shaver and keeps it and recommends it.” 
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The Seasons WT HIT! 


@ NORMA, the most amazing pencil in the world, is the most 
consistent “hitter” in the Gift League. It writes four different 
colors at a flick of the thumb! Practical, fool-proof, and mechan- 
ically perfect! A most useful gift for teachers, students, artists, 
draftsmen, engineers, and thousands of others. 


The NORMA line is ideally suited to jewelry store selling. It 
provides a gift for every purse, from the trim-looking Rhodium 
finish model at $3.50, up to the fine jeweled custom designs selling 
as high as $90.00! Ask your jewelry jobber about NORMA, the 
4-Color Pencil! Or write direct to Autopoint Company for prices 
and descriptions. Full discounts. 


NORMA “revere 
RM 


AN AUTOPOINT PRODUCT | 











sia I 








Deluxe gift box, 
with Norma pencil 
in Sterling Silver at 
$8.50 or 14K-1/10 Gold 
Filled at $12.00. (Specials up 
to $90.00.) 


box, 


AUTOPOINT COMPANY, Dept. JC-9 
1801 Foster Avenue, Chicago, Ill. 
See the complete Antopoint line of fine gift 


pencils with gold filled trim—beautiful— 
durable! 














Clever coun- 

ter easel dis- 
play in full col- 
or. Holds actual 
NORMA pencil 


in cut-out fingers. 
Free with '4-doz. 
order. 


DEMONSTRATION! 


Standard gift 


with Norma 


pencil in Rhodium fin- 
ish at $3.50 or 10K-1/40 
Rolled-Gold Plate at $5.00. 





DON'T FAIL TO GET OUR 
1939 CATALOG 


l 
| 
| 
| 
| 
FEATURING 
| 
| 
| 
| 
| 





The Greatest Watch Values Look at the record of the Christy Sport Knife 


—nearly a quarter of a million sold since 
first announced little more than a year ago! 
| — over 5000 dealers now handling!—dealers 
have reordered as many 
as 15 times! Live over- 
the-counter demand 
from national advertis- 
ing which continues this 
Fall in 18 magazines 
with 30 million readers! 
@ Get your share of this 
profitable business. Don’t 
delay! Order at once from 





Write For It Now! 











DORIC WATCH CO. 
15-17 Maiden Lane, New York, N. Y. 


Randa yaennNEm al 








JUST PUBLISHED.. 


JEWELRY, GEM CUTTING and METALCRAFT 
by W.T. Baxter 





Instructor in Art Metal and Jewelry, Attractive 4-color easel : : 
Woodrow Wilson High School, Washington, D. C. a A gh is your jobber or direct. See 
doz. or more. _ coupon below. 


A book explaining the tools, materials and methods used in trade 
shops. A reliable guide for apprentices—a helpful and infor- 


























mative book for the journeyman worker. THE CHRISTY CO., Fremont, Ohio. CK-4 
. _ er doz. Christy Sport Knives at $7.20 per dozen, 
Contains 224 pages—Profusely Illustrated F.O.B. Fremont, Ohio. (We prepay shipping charges on | 
Price $2.50 Postpaid orders for 3 doz. or more.) Standard Model 
' ° illustrated above, 
The Jewelers’ Circular-Keystone ee eee en! «.- each in attractive 
Chestnut and 56th Sts. 239 West 39th St. eS ee 
Philadelphia, Pa. New York, N. Y. Ee ee ee each. 40% profit. 
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Time and Tide 


(From page 89) 


movements at all times of the earth, sun, moon, planets 
and stars; high and low tides at the principal ports, and 
numerous other detailed phenomeca. 

All the dials are in continuous operation, although 
many of the indicators move imperceptibly. It would be 
fruitless for one to watch for one indicator to make a 
complete turn around its dial, for this would take 26,000 
years. This dial shows the transformation of the Polar 
Star. That which shows the horizontal equatorial paral- 
lax whirls around once in 1/100th of a second. 

The observer can learn the relation of the planets in 
our solar system to the earth and sun at any time, and 
observe the earth’s position in its orbit around the sun. 
The instrument gives sidereal time, daylight saving time, 
meridian time and an “imaginary” time in which the day 
is divided into only 10 hours, with 5 o‘clock at noon and 
10 o’clock at .aidnight. 

In addition to acquiring such matters of information 
the layman can be entertained by three groups of figures 
which perform in the base of the clock. Little actors and 
actresses stage a brief skit now and then, demonstrating 
the comparative weights of a human being on the earth 
and various planets. As a husky athlete steps on and off 
a weighing machine, a group of dancers poised on little 
globes of varying sizes, representing the different planets, 
whirl around in the proper manner of the planets they 
respectively symbolize. If the athlete’s weight is light on 
a certain planet, its dancer leaps high into the air; if 
heavy on another planet, the dancer is content with a 
restrained hop. 





N.A.C.}. Convention 


(From page 110) 


Walter Lamp) 


Lehman Bros. Silverware Corp. 


Limoges China Co. 


McGraw Electric Co. 
Jacques Mandelbaum, Inc. 
Manheimer Watch Co. 
Marathon Co. 

C. & E. Marshall Co. 


National Silver Co. 
Ollendorff Watch Co. 


D. A. Pachter Co. 
The Parker Pen Co. 
Parker Watch Co. 


Paramount Wedding Ring Co. 


Henry Paulson & Co. 


M. A. Reich 
Simeon L. & Geo. H. Rogers 


Samson United Corp. 
Paul H. Samuels, Inc. 

A. Sauer & Co. 

Savoy Watch Co., Inc. 

J. J. Schmukler & Son 

H. M. Schrager & Co., Inc. 
Joseph Sculler 

Sessions Clock Co. 

W. A. Sheaffer Pen Co. 
M. H. Shiman & Co., Inc. 
Shiman Bros. & Co. 

N. Shure & Co. 

Tavannes of America, Inc. 
S. Toepfer, Inc. 

Universal Camera Corp. 
Wahl Co. 

Waite-Evans Mfg. Co. 
Waltham Watch Co. 
Warner Jewelry Case Co. 
Weissman Watch Co., Inc. 


Zenith Radio Corp. 


Longines-Wittnauer Co., Inc 
L. Luria & Son : 


M. A. Mead & Co. 
Miracle Products, Inc. 
Monarch Mfg. Co. 
Monarch Watch Co. 


New Haven Clock Co. 
Oneida Ltd. 


Progress Corp. 
Progressive Leather 
Co. 
Pro-phy-lac-tic Brush Co, 
Wm. A. Rogers, Ltd. 
Hamilton Ross Factories, Inc. 


R. F. Simmons Co. 
Spear & Susskind 
Spelrein Luggage Corp. 
Standard Novelty Box Co. 
Inc. 
Stein & Ellbogen Co. 
Louis Stern Co. 
Stern & Stern, Inc. 
Stetson China Co. 
Swank Products, Inc. 
Swartchild & Co. 
Swift & Anderson, Inc. 


Turow & Feldman 


Goods 


West Bend Aluminum Co. 
J. J. White & Co. 

The Wiesen-Hart Press 
Wolfsheim & Sachs, Inc. 


Zickerman Bros., Inc. 





throughout. 





No. 400 


T. J. HOLMES CO., INC. 





Holmspray Perfume Atomizers 


The New Style Leaders 
SMART - MODERN - ADORABLE 


Furnished with imported high lustre bottles in 
five styles, each available in Crystal, Rose, Emer- 
ald, Sapphire, Amethyst, and Topaz. 24K gold 
plated or rhodium plated metal parts. Netted 
bulbs in harmonizing colors. 


A tremendous value—All styles to retail at $1.00 
each, A vast demand is certain. Write for sam- 
ples and details at once. 





High quality 





No. 440 


Chartley, Mass. 
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Gort Cuts. 


By R. H. LESLIE 





@ THE BOSTON GIFT SHOW 


The fifth gift show of the fall season will be staged at the 
Statler Hotel, Boston, Mass., from Sept. 12 to 26. Success has 
favored each of the previous shows this season—the Chicago 
Gift Show at the Palmer House and the National Luggage 
and Leather Show, the National Handbag and Accessories Show 
and the New York Gift Show, all held at the Hotel Pennsyl- 
vania, New York—and as a consequence it is expected that 
the Boston show will be accorded an enthusiastic reception. 
Because of its location, Boston is certain to be the mecca for 
many gift buyers from various sections. At the show buyers 
will be enabled to view at their leisure all manner of artwares 
and thus will not have to make trips to several cities to make 
their selections. 


@ GIFT MARKET NEWS 


Paul A. Straub & Co., New York, has recently received a 
large collection of good copies of Old English, Chelsea and other 
makes of figures including animals, birds, etc., many of which 
should prove of particular interest to jewelers. . . . Quite a 
number of new designs and decorations are being shown in the 
Arthur Armour hand hammered aluminum line by A. Stanley 
Brussel, New York. ...H. A. Adams of H. A. Adams & Co., 
New York, states that the newest in handbags this fall will indi- 
cate a revival of sterling silver frames in the Victorian style 
with velvet, suede and Ottoman silk. Heavy silver frames are 
about the same style as formerly, but the bags themselves are 
all in the new shapes and styles. . . . The Progress Novelty 
Casting Works, are showing a new toilet set which is a copy 
of a French masterpiece. It is cast in unbreakable metal, the 
back having a miniature on a black, jade or ivory background. 
..+ William S. Pitcairn Corp., has added to its line reproduc- 
tions of 18th Century English design Royal Doulton bone china 
in the typical reds and blues of that period, on a gadroon shape. 
... Lenart Import, Ltd. of London, has opened a New York 
salesroom at 550 Fifth Avenue, where it will represent the 
James Powell glassware line. . .. Two New York firms have 
opened salesrooms in the Merchandise Mart, Chicago, the War- 
rin China & Glass Co., and the National Silver Deposit Ware 
Co., where Godfrey M. Aronson will be in charge of both 
lines. 


@SEEN IN THE GIFT MARTS 


The following concerns are among those that have introduced 
this season appropriate gift items for jewelry stores: A. E. 
Heisey Co., a 15-piece punch bowl set in a striking bull’s-eye 
pattern; Cambridge Glass Co., individual oyster and artichoke 
plates, each specially designed for the food to be served; Hein- 
rich & Winterling Corp., goblets embodying a swag and swirl 
pattern; Paul Hanson, Swedish pottery lamps in handcraft 
finishes; Herman Kashins, table, desk and floor lamps in old 
English pewter finish, a new finish in this market; Fisher Bruce 
& Co., an Italian pottery console set, with raised flowers on the 
bowl cover; Verlys of America, a large mermaid bowl, large 
plate in the new “Wheat” pattern and a flower bowl in crystal, 
rose and opal with a poppy decoration; Fulper Pottery Co., 
decorated plates and salad bowls to complete its line of solid 
color ware and a group of vases in a new satin finish and four 
following, and the American Art Works, a tray large enough to 
hold a cup, salad plate and glass which is alcohol, water and 
chip resistant. 


@ STEMWARE TRENDS 


No one style in stemware seems to predominate. The new 
stemware includes different styles and treatments to meet every 
taste, with the Swedish influence and the new styles in tradi- 
tional 18th century English shapes and cuttings and still other 
new styles that are accurate copies of early American pressed 
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glass. With tall, slender shapes, there are short squatty ones. 
It is a season when no one type of style or shape seems to pre- 
dominate. Most new in stemware, however, is the renewed in- 
terest in stems, which are more elaborate because of the button, 
ball, cutting and other decorative treatments. 


@ COLOR IN LAMPS 


The trend toward color in lamps is evident by showings be- 
ing made in the New York market and there seems no doubt 
that these new lamps present a more colorful picture than they 
have in seasons past. White, which has long been the vogue, 
is disappearing and in its place are seen pastel shades such as 
periwinkle blue, mint green, beige and cream yellow and the 
stronger shades usually noted in the Chinese porcelain range 
including ox blood, chrome yellow, deep blue and emerald green. 
Ivory with a combination of color, has taken the place of dead 
white. 


@ BE CAREFUL WITH COLORED LIGHTS 


Experts in illumination are wary when it comes to using 
colored lights for display purposes. Merchants should exercise 
the same caution, because colored light bulbs change the true 
shade of the color they are focused upon. For example a yellow 
light directed on blue delft ware gives it a greenish cast. There- 
fore play safe and if a display must be dramatic do it with the 
nearest approach to daylight that can be found. 





Many Authorities Cooperated in Preparing 
“Authentic Silver Marks of the U. S.” 


Never has any volume on old American silver marks 
been published under more favorable circumstances than 
the posthumous work on “Authentic Silver Marks of the 
United States” by the late Ernest M. Currier, founder 
of the firm of Currier & Roby, New York silversmiths. 

Many of the best minds on antique silver are co-oper- 
ating with Mrs. Currier in bringing out a work that will 
be the standard for years to come. 

The material has been edited by Mrs. Kathryn C. 
Buhler, assistant curator of silver in the Museum of Fine 
Arts, Boston. This was made possible by the curator of 
silver at the Boston museum, Edwin J. Hipkiss, who 
permitted all the book material to be assembled in the 
museum and, as there are silver specimens and marks that 
are invaluable, they could be taken care of in the museum 
vaults during the period of compiling. 

Hollis French, of Boston, who published a book of 
American silversmiths and their marks two years ago, 
has aided greatly with his expert knowledge. 

Dr. George B. Cutten, president of Colgate Univer- 
sity, who recently published a book, “The Silversmiths 
of Utica,” was Mrs. Currier’s counsellor and friend. 
Stanley B. Ineson and Stephen Ensco cooperated. 

John Marshall Phillips of Yale will proofread the 
work, which will be on the market in October, when the 
JEWELERS’ CIRCULAR-KEYSTONE will be glad to review it. 

It is rarely found that an author on this subject is an 
expert craftsman as well as a collector. Ernest M. Cur- 
rier was the master mind in the factory and could go to 
the bench any time and do any part of silversmithing 
expertly. For over 30 years he was a designer as well 
as a collector of marks, of which he had upward of 2,000. 
He could tell the date of a piece of silver by the crafts- 
manship or workmanship. 

He was given permission by his customers to photo- 
graph early makes that came to him for repairs or to be 
reproduced and in this way he was able to secure rare 
marks and also make reproductions for the market. 
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Federal Trade Commission Directs Order Against National Silver Co., Inc, 


Firm Indicates It Will Not 
Take An Appea! From 
Cease, Desist Order 


WasuinctTon, D. C.—The National Sil- 
ver Company, Inc., with its office and 
principal place of business at 61 West 
23rd St., New York, on July 29 was di- 
rected in a “cease and desist” order of 
the Federal Trade Commission to dis- 
continue alleged misrepresentations con- 
cerning the price and quality of its mer- 
chandise and the facilities and age of the 
company. 

Specific practices which the company, a 
corporation, its officers, Samuel E. Bern- 
stein, president, Philip J. Bernstein, vice- 
president, and Morton Bernstein, Milton 
Bernstein, Bernard Bernstein and Harry 
S. Berk directors, and their successors, and 
its representatives, agents and employees, 
are enjoined from continuing, are: 


1. Representing that any price at which 
silverplated ware is offered for sale or sold 
is a special or reduced price, or a price 
that is lower than the price ordinarily and 
usually received therefor, when such is not 
the fact; 

2. Aiding, abetting or assisting retail 
dealers in silverplated ware in represent- 
ing that any price at which silverplated 
ware is offered for sale er sold is a special 
or reduced price, or a price that is lower 
than the price ordinarily and usually re- 
ceived therefor, when such is not the fact; 

3. Representing that said silverplated 
ware is of a certain, specified quality or 
standard, when such is not the fact; 

4. Aiding, abetting or assisting retail 
dealers in silverplated ware in representing 
that said silverplated ware is of a certain, 
specified quality or standard, when such is 
not the fact; 

5. Representing, or authorizing others to 
represent, that the respondent corporation 
is a manufacturer of silverplated ware, 
when such is not the fact; 

6. Representing, or authorizing others to 
represent, that respondent corporation was 
established in 1890. 


Philip J. Bernstein, sales manager of 
the company and in charge of the silver- 
plated flatware department, when asked 
by this journal whether his company 
would comply with the order or file an 
appeal within the 60 days allowed by 
law, said, “We think it is 100 per cent 
right. Every merchant who makes any 
misrepresentations in his advertising 
should be prosecuted. We’re supporting 
legislation in Washington which would 
not allow any one to say anything in his 
advertising which is not a fact.” 

The Commission served its original 
complaint on June 26, 1937, and on April 
19, 1938, served its amended and sup- 
plemental complaint on the respondents, 
charging them with the use of unfair 
methods of competition. The respondents 
introduced no testimony in opposition to 
the allegations of the complaint. 

The respondent corporation, according 
to the findings of the commission, used a 
number of different patterns and brands 
of its said silverware, of which “Devo- 
tion,” “Condor,” “Caroline” and “Jo- 
sephine” are typical examples. 

 aneaees the commission’s complaint 
read: 


“In promoting the sale of and selling the 
aforementioned patterns, to wit, ‘Devotion,’ 
‘Condor,’ ‘Caroline’ and ‘Josephine,’ the 
respondent corporation publishes price lists, 
both for that portion of its wares which 
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it sells in sets of various sizes, and that 
portion sold by the individual piece, which 
is termed ‘upen stock.’ These price lists 
are distributed to retail dealers and to the 
purchasing public and designate retail 
prices for respondent corporation’s silver- 
plated wares greatly in excess of their rea- 
sonable or normal retail values or prices 
and of any expected or anticipated retail 
prices therefor, and greatly in excess of the 
prices at which its products are regularly 
and actually sold at retail. Such purported 
retail price lists are used and intended to 
be used to induce the purchase of respon- 
dent corporation’s silverplated wares on the 
part of the purchasing and consuming 
public by leading them to believe that the 
normal and usual retail prices at which 
said silverplated wares are sold are greatly 
in excess of the prices at which they are, 
in fact, then offered for sale to the public 
in retail stores.” 


In addition to publishing such list 
prices, distributed to retailers and to the 
purchasing public, and allowing dealer 
discounts which were so great as to per- 
mit the retail dealers to make a great 
reduction in retail prices at which the 
said silverplated merchandise was resold 
to the purchasing public in accordance 
with its “half-price sales plan,” the re- 
spondent company is alleged to have dis- 
tributed material for proposed adver- 
tisements for the use of retailers in 
furthering the plan. 

This suggested advertising material, 
the complaint further alleged, was used 
by many retailers, and in some instances 
a portion of the cost of the advertising 
was borne by the respondent corporation. 
In these the sales were referred to and 
represented as being “half-price sales,” 
and the usual and customary retail price 
of the “Josephine” set was represented at 
$18.30 and the “Caroline” set at $40, or 
approximately that sum. The net pur- 
chase price of these two sets was $4.40 
and $10.95, respectively, according to the 
complaint, and very rarely were these 
sets sold at the regular or list price, it 
was stated. : 

The National Silver Co. was reported 
to be representing its “Josephine” and 
“Caroline” patterns to be “heavily plat- 
ed,” which cannot properly be applied to 
silverplated flatware which is Al or 
below Al standard recognized in the 
silverplating industry. In accordance with 
these standards, the aforementioned sets 
were not heavily plated, and the repre- 
sentations and guarantees in this connec- 
tion were erroneous, according to the 
P.2 oc. 

The National Silver Co., according to 
the complaint, “represents that it is one 
of the country’s largest silverware manu- 
facturers. In truth and in fact the re- 
spondent corporation is not a manufac- 
turer of silverware, or silverplated ware. 
Silverplated flatware is manufactured for 
the respondent corporation by another. 
The respondent does, however, manufac- 
ture some of the products in which it 
deals, but not its silverplated flatware.” 

Further the complaint reads, “Respon- 
dent represents on its letterheads and 
advertising matter that it was established 
in 1890. In truth and in fact said corpo- 
ration was not established in 1890, but 
was organized in 1904.” 





Order on “Stainless” Stamp 


Modified 


WasHINGTON — The Federal Trade 
Commission has. granted the request of 
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the National Silver Co., to modify the 
terms of its cease and desist order of 
Feb. 17, 1937, involving the use of the 
term “stainless” as a trade name, or stamp 
on knives and flatware cutlery. 

Under the terms of the modified order 
the company is prohibited from: ; 


1. Using the word “Stainless” as a trade 
name, brand, stamp, label or part thereof, 
or in any other way, upon or to designate 
or describe knives and flatware cutlery, 
or to advertise or represent the same, un- 
less such knives and flatware cutlery are 
made from an alloy commonly known in 
the trade as stainless steel, produced from 
iron, chromium and carbon or other alloy- 
ing elements, said alloy having the ability 
to resist corrosion, high temperatures, ero- 
sion and abrasion; and being either wholly 
or substantially immune to the action of 
most corrosive agents, including alkaline 
materials, fruit acids, nitric acids, damp- 
ness and water, salt air and salt water, 
and having the further ability to with- 
stand exposure to the weather, including 
rain or snow, without corroding; and when 
hardened, or hardened and _ tempered, 
ground and polished, being practically un- 
tarnishable to the action of the before- 
mentioned corrosive agents; and 

2. Making, branding, stamping designat- 
ing or advertising carbon steel chromium 
plated knives and flatware cutlery with the 
word “Stainproof,” or with a similar word 
or words indicating that such products are, 
in fact, stainproof. 


GOLD PLATE PLAQUE FOR FORD 


Detroit, Micu.—A large plaque, a re- 
production in gold plate of the front page 
of the Free Press for July 30, 1863, the 
birth date of Henry Ford, presented as 
a token of appreciation of the city of 
Detroit to its “Greatest Citizen” on his 





To Detroit’s ‘Greatest Citizen” 


75th birthday, July 30, was supplied by 
Wright, Kay & Co., jewelers at 1500 
Woodward Avenue, here. 

The presentation was made at a civic 
dinner, which was attended by E. F. 
Wright of the jewelry firm. The plaque 
measures 16 by 20 inches, and is mounted 
on an Italian marble base and inset in 
the plaque is a tablet bearing the City’s 
seal and inscribed by the Mayor and 
council. 





HARRY KOHN 


MosiLe, ALA.—Harry Kohn, president 
of the Kohn Jewelry Co., died at his 
home, 1860 Government Street, Aug. 15. 
Mr. Kohn, who was 51, was a member 
of religious and fraternal organizations. 
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ving away in Booth 63?” 


ACME CORPORATION RELEASES A NEW 
CREDIT JEWELRY ADVERTISING SERVICE 


If you are the Leading Credit Jeweler in your terri- 
tory ... RUN! ... don’t walk, to Booth 63! No 
danger of the traffic jam pictured in the “bedlam” 
above. Acme’s list of clients is small, but “‘select.” 

This list of clients comprises the Jewelers who do, 
or hope to do, the “class” Credit Jewelry Business 
in their city. They are the men who have fought 
“murderous dynamite’ in the news- 
paper ads of their competitors. They 
are the men who have fought 
with the only weapon available, 
“canned ads.” 

ACME CORPORATION doesnot 


syndicate advertising. We build adver- 


NATIONAL 


Booth 


ASSOCIATION 
CREDIT JEWELERS 


tising torequirementsof the Individual Credit Jeweler. 

We appeal only to those Credit Jewelers who take 
pride in their store and in their merchandise. 

We do not sell a newspaper mat service, nor a 
direct mail service, but we have created “‘Sales Pro- 
motion,” which combines both elements intelligently. 

We firmly believe that no two stores in the world 

are able to use the same piece of 
advertising. 
b If you are the Leading Credit 
3 Jeweler of whom we speak, and are 
interested in a really “Tailor-Made” 
Advertising Service... RUN!... 
don’t walk to Booth 63! 


Convention Sept. 11th to 15th 


If you are not planning to attend the 
convention, a collect wire will reserve the 
right to use this service exclusively in 
your territory. 


No obligation, of course. 


ACME CORPORATION «x 


CHICAGO, ILLINO!S 


11 


32 WEST 35TH STREET = 
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A.N.R.J.A. Elects Everts President; 
Endorses Watchmaker Licensing Acts; 
5830 Attendance Makes a New Record 





33rd Annual Convention, Held 
at Waldorf-Astoria, New York, 


Featured by Brilliant Displays 


A more general acceptance of Fair Trade Laws in the jewelry industry and 
the immediate need for legislation licensing watchmakers, were urged on 
jewelers who attended the record-breaking convention of the American Na- 
tional Retail Jewelers Association held at the Waldorf-Astoria, New York, 


the week of Aug. 29. 


New “highs” for attendance and number of exhibits were set at this third 
of a century annual conclave, when 5830 visitors registered, representing a 
12.5 per cent increase over 1937, and 157 manufacturers, wholesalers and 
importers showed magnificent exhibits, a 20 per cent jump in number over. 


last year. 


The attendance included 2659 retail 
jewelers, 1955 manufacturers and whole- 
salers and 1216 exhibitors. 

The association selected a new presi- 
dent, Myron Everts of Dallas, Tex., 
to succeed William D. McNeil, who has 
served in this office since 1932. The new 
organization head is the son of Arthur 
A. Everts, who was president of the 
A.N.R.J.A. from 1919 to 1921. Charles 
T. Evans, New York, was re-elected sec- 
retary and A. W. Anderson, Neenah, 
Wis., treasurer. 

The regional vice-presidents selected 
are: William G. Thurber, Providence, 
R. I., northeastern, succeeding Wilson A. 
Streeter, Philadelphia, and R. J. Slagle, 
Waco, Tex., southwestern, succeeding Mr. 
Everts, besides Alvin Magnon, Tampa, 
Fla., southeastern; Henry F. Stecher, 
Milwaukee, Wis., central; Tinley L. 
Combs, Omaha, Neb., northwestern, and 
Arthur H. Dibbern, Glendale, Cal., 
Pacific, re-elected. 

The nominating committee, when mak- 
ing its recommendations on Wednesday 
morning, Aug. 31, through Henry W. 
von Unruh, chairman, offered this com- 
ment: 

“Some changes in personnel are of- 
fered because of the requests of those 
wishing to be relieved of office, and en- 
deavoring to satisfy a double desire 
within the industry as a whole, it has 
been deemed advisable, first, that the 
office of presidency should be filled by a 
retail jeweler, actively engaged as such, 
and secondly, it is suggested, that the 
executive committee retain the valuable 
services and prestige of our present 
president, William D. McNeil, in an ac- 
tive capacity.” 

“The policy of Mr. McNeil, which has 
held in force for the last six years and 
has placed this association in such an ex- 
cellent position, will be continued in my 
administration, and if I can be just half 
as good as ‘Bill’ McNeil, I will consider 





myself a successful president,” the new 
president said. 

“I am particularly interested in continu- 
ing the sustaining membership plan which 
was brought forth by our late lamented 
president, William G. Frasier. I consider 
it a good one, having worked out satis- 
factorily in its first year. The association 
is giving the jeweler a lot more than the 
jeweler is putting into it, and it is time 
that each one pays his proportionate share. 

“We look for a further increase in mem- 
bership this year, based on the fact that 
our regional vice-presidents have reported 
the ground well worked in organized 
states. We are particularly interested 
in developing our work in even the small- 
est of States, for we must remember that 
each has two senators, and congressmen, 
who ofttimes exert as much or more in- 
fluence than those in States with larger 
populations. 

“We must recognize that government is 
now in business to stay, and it behooves us 
as jewelers to be in a strong position, with 
a healthy association, to have some voice 
in that control by government. 

“Work in the state associations is a!so 
very important, although ofttimes unspec- 
tacular. If a state retail jewelers’ associa- 
tion can slightly change a bill when it is 
in a formative state, it can often prevent 
subsequent ‘headaches.’ 

“I consider the Jewelery Publicity Cam- 
paign invaluable to our industry and will 
give it my every support.” 

Stanley Poe, chief time inspector for the 
Southern Pacific Railroad, invited the 
mid-year conference to meet in San Fran- 
cisco next winter. The invitation was 
referred to the executive committee. 


Trade Awaits Upturn 

Comments heard at the convention in- 
dicate that the retail jewelers of the 
country are optimistic and generally en- 
couraged at the outlook for the future 
and the manufacturers and wholesalers 
exhibiting look for a definite upturn in 
business during the fall and winter 
months. The exhibitors were almost 
unanimous in the estimate that business 
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placed at this show was only slightly less 
in volume than that r Poon at the 1937 
meeting. There were several who re- 
ported increased orders, these expressions 
coming from pearl dealers and manufac- 
turers of inexpensive and medium priced 
jewelry and plated silverware, among 
others. 

The consensus of opinion among the 
exhibitors was that retail jewelers are 
optimistic, but are waiting for more def- 
inite signs of an upturn in business be- 
fore anticipatory buying. Manufactur- 
ers and wholesalers are hopeful that these 
definite signs which retailers are waiting 
will become evident within the next few 
weeks, to avoid a last-minute rush and 
certain disappointments. 

This same optimism of the retailers was 
generally reflected by the exhibitors who 





MYRON EVERTS 


of Dallas, Tex., advanced from regional vice- 

president to the presidency of A.N.R.J.A., a post 

held by his father, Arthur A. Everts, from 1919 
to 1921. 


can see nothing but better business for 
the industry in the remaining months of 
the year. 


Wheeler Sells the “Sizzle” 


Not unlike first days at previous con- 
ventions, Monday, Aug. 29, was devoted 
to the registration of arriving delegates 
and informal receptions in various parts 
of the hotel. The absence of any busi- 
ness sessions, except for committee con- 
ferences at which matters pertaining to 
the specific work of these committees was 
under discussion, afforded visiting jew- 
elers an excellent opportunity to inspect 
the exhibits. 

Monday night, Aug. 29, President 
McNeil officially opened the convention 
in the presence of a large gathering in 
the Empire room. Almost every seat was 
occupied when he presented as the only 
speaker of the evening, Elmer Wheeler, 
president of the Tested Selling Institute, 
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lecturer and merchandising counsellor. 

The initial business session of the con- 
vention was started shortly after 10 
o'clock Tuesday morning, Aug. 30, with 
nearly 100 jewelers present to hear 
President McNeil’s remarks of welcome 
and his account of some of the associ- 
ation’s latest accomplishments. While he 
touched on many things which have 
transpired since the last convention, the 
speaker laid stress on the Miller-Tydings 
Fair Trade Act, a measure which he 
said the association had been fighting 
for for 25 years, and the recent court 
decision in the widely discussed L. & C. 
Mayers case on the question of retailing- 
wholesaling. Both these matters, Mr. 
McNeil pointed out, are of vital interest 
to the trade and indicate some of the 
things in which the association takes a 
prominent part. 

In what was regarded as one of the 
greatest inspirational talks ever presented 
at any of these conventions, Dr. Allen 
A. Stockdale, distinguished in many fields 
and chairman of the speakers’ committee 
of the National Association of Manufac- 
turers, defended the American business 
man. Maintaining that the American 
business man is the country’s soundest 
asset, Dr. Stockdale charged that these 
game men are “opposed to regimentation 
and a dictatorship.” Continuing, the 
speaker said in part: 

“In recent years the American business 
man has been the object of unjust and 
unworthy attacks. Theorists from other 
lands, knowing neither the background 
of our history, the spirit of our progress 
nor the character of our business men, 
have by insinuation, sentimental appeal 
to mass emotion and greedy desire to 
confiscate the fruits of the labor of our 
thrifty business men, attacked them, made 
life miserable and sometimes impossible 
for them. It is a great shame to have 
the successive leaders and citizens of a 
nation labor for 150 years to create 
something that is highly desirable and 
then have a group of fanciful theorists 
and experimenters step in to say they 
are all wrong, their methods are unfair 
and unjust and attempt to take from 
them and the citizens of this nation the 
material results of the methods they are 
so eager to condemn.” 

Discussing ethics, Howard L. Carpen- 
ter, president, Albert Walker Co., Provi- 
dence, R. I., said: 

“Ethics pay dividends in cash. We 
need those dividends. They represent 
the proper reward of our labor and ser- 
vice, and the laborer is worthy of his 
hire. 

“What must we do? What price must 
we pay? First of all—stay awake. Eter- 
nal vigilance is the price, not only of 
liberty but of ethics. 

“We are in danger of losing our na- 
tional liberty because we have fallen 
into a doze (or a daze), and have over- 
looked some dangers that may soon con- 
front us. The same thing is true in busi- 
ness. We are first careless and then 
belligerent. We fight too much and co- 
operate and confer too little. 

“We must realize that we are sur- 
rounded by something other than per- 
sonal concerns. We have an obligation 
to our fellows, if society is to be kept 
civilized and business prosperous. That 
obligation can be discharged only by 
following ethical practices.” 

“I have here,” said Harley H. Noyes, 
director of sales. Oneida Ltd., “the August 
issue of the A.N.R.J.A. Bulletin. On page 
67 it says under FAIR TRADE 
BreLe ... 

‘For twenty-five years this asso- 
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ciation, through its officers and 

committees, has waged a continu- 

ous fight to secure this legislation.’ 

“Twenty-five years! The simple 
mathematical problem that faces you 
gentlemen is: If it takes 25 years to ac- 
complish 25 per cent of an undertaking 
. .. how much longer will it take to com- 
plete the job? 

“At the present moment 43 states have 
Fair Trade Laws. You and I know that 
these laws were passed by the retailer 
. . . for the retailer’s protection. You 
and I also know that the mere passage 
of these laws constitutes simply 25 per 
cent accomplishment . . . and that the re- 
maining 75 per cent is now squarely up 
to you. 

“Quite a number of good reputable 
manufacturers have taken action under 
those laws to protect your profits . 
some 15, in fact. Sometimes I wonder 
if those other 14 manufacturers don’t 
long as I do for something more con- 
crete in the way of action than we have 
seen or heard from the retail jewelers. 

“T mean by that, action on the lines that 
give you protection. I mean... in that 
good store of yours ... a little good old 
fashioned merchandising UMPH on the 
products of the manufacturers who have 
joined the parade that you started. 

“You either do want Fair Trade Laws 

.. or you don’t. I must judge that you 
do, by the action of your association over 
the past 25 years. Well, you have them 
now—and you have with them the re- 





sponsibility of proving to your manufac- 
turers that it is to our mutual advantage 
to operate under them. I mean... do 
we both sell more of our products through 
your store? 

“In my observation of the retail jewelry 
business I see two significant facts: First 
. . . More and more short profit items are 
finding their way into the retail jewelry 
store, and, second . . . no manufacturer 
is lying awake nights figuring out ways 
of giving the dealer more profit than he 
needs. 

“If this condition is true—and it is— 
it is only good common business sense 
for you to do something with and for the 
manufacturer who gives you an adequate, 
legitimate profit to begin with—and gives 
you adequate and legitimate protection of 
that profit to end with. 

“IT am not interested, and neither are 
you, in whether the various State Fair 
Trade Laws are particularly laudable 
from a legal point of view. Our view- 
point is a business man’s viewpoint. It 
is enough for me to know that these laws 
embody a principle that is necessary to 
the survival of the legitimate jeweler. 
Enough for me to know that they pro- 
vide the best machinery—the only ma- 
chinery—for a manufacturer to make his 
policy real . . . if he really has a policy. 

“T want to give you some case histories. 
I want to show vou just what can be 
done . . . just what has been done... 
to help the legitimate dealer. These 
cases, naturally, concern Community 
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Highlights of the Resolutions 


We approve legislation to register and license watchmakers, similar to that 
in force in Wisconsin, and recommend that jewelers’ associations exert influence 


We ask that manufacturers who establish resale prices on their product, 
which they publish or advertise as sold through the retail jeweler, first 
obtain a record of jewelers’ operating costs so as to permit the retailer 
to operate without financial loss and, further when manufacturers reduce 
such established resale prices that due consideration be given as to the 


We urge manufacturers, wholesalers and importers of articles with an estab- 
lished resale price entitled to protection under law, to take advantage of the 
43 state fair trade laws and the Miller-Tydings Act to protect and maintain 


We commend manuiacturers who have established so-called controlled 
distribution of their product and urge retailers to co-operate with concerns 


We recommend to all State associations the immediate enactment of a second- 
hand watch law and suggest they use the New York law, with minor modi- 


We recommend that the mid-year conference, originated last year, be 
the country. 
* * 


We commend the National Retail Dry Goods Association for the idea of a 
concerted effort to stimulate retail buying during the week of Sept. 19 and 


We commend the action of those manufacturers making a sincere effort 
to curtail the production of new sterling flatware patterns; the Jewelers 
Board of Trade for its cooperation with A.N.R.J.A., in making a trade 
survey; the Jewelers Vigilance Committee, New England Manufacturing 
Jewelers & Silversmiths Association and the Jewelry Crafts Association 
for their efforts in connection with the adoption and promulgation of karat 
gold, gold filled, platinum and other marking standards. 

* * # 


We extend our sincere appreciation to all who have contributed to the success 
of this convention, the Waldorf-Astoria Hotel, the speakers, the committees, the 
national secretary, his staf, and the members of the executive committee. [FEp. 
Note—We presume that the trade press and the newspapers which have given 
such splendid publicity to the convention are included in the foregoing resolution.] 


* 


* 


* 


* 
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Where Some of the Finest Examples of the American Silversmiths’ Art Were Displayed 
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Occupying the Basildon Room at the convention hotel, this exhibit by the Sterling Silversmiths Guild of America was one of the centers of 
attraction. In the foreground are shown, left to right: Alexander Vincent, New York, secretary, and Denham C. Lunt, Greenfield, Mass., president 


Plate, but there are other manufacturers 
who are doing the same kind of a job 
for you. 

“In the course of 10 months, we inves- 
tigated and corrected some. 53 cases of 
price cutting. Certainly not a large num- 
ber for an industry of this size. I think 
it is safe to say, however, that another 
200 cases ... some of them right in your 
own back yard .. . never happened, be- 
cause our contracts were in effect. Com- 
munity Plate is under contract in all 43 
States.” 

Mr. Noyes went on to cite numerous 
cases in which some retailers were offer- 
ing Community Plate along with other 
nationally advertised lines at reduced 
prices, but by writing and personal con- 
tacts Oneida, Ltd., has stopped these 
practices insofar as its products is con- 
cerned. This wes accomplished, the 
speaker showed, either by having re- 
tailers sign agreements or stopping their 
source of supply. 

“We manufacturers are probably rather 
peculiar folk—or we wouldn’t be manu- 
facturers. But we are mighty human in 
one respect. We like the pat on the back, 
of course. But also occasionally we like 
something definite and concrete. We like 
the words—and the music. As someone 
once said . . . ‘The moo of the mother 
cow is music to the ears of the baby calf 
—but the milk is the main attraction.” 


$650,000 Jewels at Style Show 


The constantly increasing interest in 
style shows staged by the Jewelers Pub- 
licity Committee in conjunction with the 
conventions of the A.N.R.J.A. was evi- 
denced this year by the fact that the de- 
mand for tickets of admission to this show 
was so great that it was necessary to 
take over the huge ballroom in the Hotel 
Commodore, where approximately 1500 
men and women saw for the first time 
many of the jewels and costumes which 
will be the vogue during fall and winter. 
From the moment the show was started 
until the last model marched from the 
platform hardly a sound could be heard, 
aside from the remarks of June Hamil- 
ton Rhodes, stylist and authority on 
jewelry fashions, who during the conduct 
of the. style parade explained the dress 
and jewelry trends as each model ap- 
peared. 

An appropriate prologue to the even- 





of the Guild, and W. A. Kinsman, Newburyport, Mass 


ing’s performance were the introductory 
remarks of William D. McNeil, chair- 
man of the Jewelers Publicity Committee, 
who briefly outlined the aims and pur- 
poses of the organization. Before the 
models were paraded before the audience, 
June Hamilton Rhodes under whose direc- 
tion the. show was staged, presented a 
summary of her observations on fall 
fashions as they will relate to jewels, 
which she made on her last trip abroad 
and from which she returned late in 
August. She was followed on the stage 
by Miss Esther Lyman, of Harper's 
Bazaar, whose expressions on jewels and 
fashions were of particular interest. Mrs. 
Raymond Ives, of Vogue, also discussed 
approaching style trends. 

The brushed-up. hair trend, will have, 
it was indicated, the tendency of restor- 
ing to popularity earrings and necklaces 
as many style authorities have already 
predicted. The models and their gowns 
and jewels also forecast the return of 
many of the styles popular 40 years ago. 


Election Session Thronged 


The election of officers aroused a keen 
interest in Wednesday morning’s session, 
with the consequence that before the pro- 
gram had progressed far, virtually every 
chair in the meeting room was occupied. 
The opening features constituted reports 
from Wiison A. Streeter, Philadelphia, 
vice-president of the northeastern region, 
and Alvin Magnon, Tampa, Fla., vice- 
president of the southeastern region. 

As chairman of the insurance com- 
mittee, A. W. Anderson, Neenah, Wis., 
emphasized the fact that all businessmen 
should protect themselves and their fam- 
ilies against unforeseen misfortunes by 
securing the proper type of insurance. 
He pointed out that too many business- 
men trust to chance and as a consequence 
some are ruined financially by some mis- 
hap that wipes out the results of a life- 
time of struggle. The cost of insurance, 
he mentioned, is one of the lightest items 
in the jeweler’s overhead, and for this 
reason none should be without this im- 
portant but inexpensive protection. 

In the report of the merchandising 
committee, Raymond Hay, Coshocton, 
Ohio, chairman, advocated the establish- 
ment of a. standard appraisal form for 
diamonds and fine jewelry. 

“Just as there are changes in fashions 
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of dress and modes of living so there are 
progressive changes in fashions of sell- 
ing,” said Zenn Kaufman, sales coun- 
sellor and author, in opening his address 
on “Showmanship in Business.” In 1920, 
this speaker pointed out, “efficiency” was 
the cry in business, followed less than 
10 years later by the demand for “mer- 
chandising” and now “showmanship.” 
He offered 12 elements in showmanship, 
the first of which he remarked should be 
the mystery element. When mentioning 
each of these 12 elements he explained, 
either by words or some action, their 
importance and relation to sales promo- 
tions. “Showmanship,” Mr. Kaufman 
assured his audience, “may be used in 
almost any phase of business, such as 
window displays, store interiors, adver- 
tising, movie tieups and, most important 
of all, in face to face selling.” 


Fall Business Prospect Good 


The sales position of retail jewelry 
stores in the United States was interest- 
ingly presented by Edward L. Lloyd, 
chief of the Market Data Section, Mar- 
keting Research Division, Bureau of 
Foreign & Domestic Commerce, Wash- 
ington, D. C. “This material,” said Mr. 
Lloyd, “is presented for several reasons, 
one being to show the current situation 
in the retail jewelry trade, secondly, to 
give retailers something with which to 
compare their own operations, and, third, 
to demonstrate the practical value of one 
of the activities of the Bureau of Foreign 
& Domestic Commerce.” 

Mr. Lloyd’s address dealt largely with 
comparative figures, and showed the up- 
ward and downward movements in retail 
jewelry, buying. Those in attendance 
were particularly heartened by the speak- 
er’s expressed belief that the “remaining 
five months of 1938 will be somewhat 
better in relation to the similar period 
of 1937, than the first seven months have 
been.” 

“As to the current situation, I have con- 
structed and charted a simple index of 
monthly sales during 1937 and 1938 with 
January, 1938 as 100. As you will note, 
sales were lower for each of the seven 
months of this year as compared with 
the corresponding month of 1937, with the 
exception of January when sales were 
but one and one-half per cent above 
January, 1937. During July, the latest 
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month for which figures are available, 
sales made by independent jewelry stores 
were about 19 per cent below sales made 
in July, 1937. 

“In comparing the total sales for the 
seven-month period, in each of the two 
years one finds that sales have declined 
nearly 14 per cent. If this same rate 
should continue during the remaining five 
months of 1938, the gains recorded for 
1937 when sales exceeded the $300,000,- 
000 mark would be wiped out and jewelry 
sales would be considerably lower than 
the approximately $280,000,000 which 
were sold in 1936. This, I hope, and 
feel certain, will not be the case as it is 
expected that in the remaining five 
months of 1938 jewelry store sales will 
be somewhat better in relation to the 
similar period of 1937 than the first seven 
months have been.” 


Government in Business 


“Among the multiplicity of problems 
facing us today, few are more challeng- 
ing than the problems of distribution,” in 
the opinion of Clem D. Johnston, Roanoke, 
Va., vice-president of the United States 
Chamber of Commerce. Continuing on 
the subject of “Current Issues in Distri- 
bution,” he said: 

“Those problems have been with us 
for a long time and we have learned 
how to deal with them. But there is a 
new factor in the situation today, a factor 
virtually unknown to us in the past, a 
factor that looms so large that it com- 
pletely overshadows our other problems. 
That factor is more government in busi- 
ness, and especially more Federal govern- 
ment. 

“One thing is certain. We as_ busi- 
nessmen are faced with a multiplicity of 
factors unknown to businessmen of 20 
years ago, and the merchant who does 
not keep himself currently informed on 
all current developments is apt to en- 
counter serious difficulty.” 

Speaking on the subject of “Voca- 
tional Education for Retail Store Work- 
ers,” Dr. J. C. Wright, Assistant Com- 
missioner for Vocational Education, 
Washington, D. C., remarked: 

“Up to the present time vocational 
training for those entering distributive 
occupations or extension training for 
those already engaged in such occupa- 
tions has been almost negligible.” 

The speaker then outlined a program 
which his department has developed, 
concluding with the remark: “We are 
confident that a carefully conceived and 
well developed program in distributive 
education will be in operation in prac- 
tically all of the states during the cur- 
rent fiscal year.” 

After calling for the report of the 
nominating committee, President McNeil 
assigned to Wilson A. Streeter, Phila- 
delphia, vice-president of the North- 
eastern region, the duties of conducting 
the remainder of the meeting. Henry W. 
von Unruh, chairman of the nominating 
committee, then submitted the slate which 
was finally approved, stating at the time 
that “the nominating committee has taken 
its duties very seriously and has met 
each day with full attendance.” 

Calling for nominations from the floor, 
Mr. Streeter recognized W. C. Donnelly, 
Baltimore, who offered the name of Mr. 
McNeil for the presidency, but the latter 
declined and then seconded the nomina- 
tion of Myron Everts, his successor. 
When no other nominations were forth- 
coming, Secretary Evans cast a single 
ballot for the entire slate. Mr. McNeil, 
it was pointed out, will continue as a 
member of the executive committee. 
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900 at Banquet 


As usual, it required two of the 
Waldorf-Astoria’s largest rooms to ac- 
commodate those attending the conven- 
tion banquet held Wednesday night, 
Aug. 31. It was estimated that approxi- 
mately 900 guests were present for this 
affair staged in the Sert and Empire 
rooms. There were no_ speeches, but 
President McNeil took the opportunity 
to introduce some of the active conven- 
tion workers and distinguished guests in 
attendance. 

During the serving of the dinner, 
President McNeil was presented with a 
handsome sterling silver bowl and tray, 
appropriately engraved, as a reminder 
of the high regard in which the associ- 
ation’s members will always hold _ its 
past president. The presentation was 
made by Mr. Streeter on behalf of the 
organization. In accepting the gift, Mr. 
McNeil thanked the members and in- 
formed them that he and Mrs. McNeil 
would always cherish it and look upon 
it as a constant reminder of the close 
and sincere friendships they have made 
among jewelers throughout the country. 

Following the distribution of 60 gifts 
awarded to as many guests, dancing was 
enjoyed. 


Public Doesn’t Understand Mark-up 


The address of Dr. David R. Craig, 
Washington, D. C., president of the 
American Retail Federation, was the 
principal feature of the Thursday morn- 
ing program, which included numerous 
reports of standing committees. 

“The misconception which has gained 
credence in the public’s mind as regards 
retailing must be corrected,’ Dr. Craig 
pointed out. “The merchant buys a pair 
of stockings for 60 cents. He marks it 
up 40 cents. The public considers this 
as a 66 2/3 mark-up, and considers it 
excessive. No consideration is given to 
the overhead, which provides a fine shop- 
ping place, probably air-conditioned ; 
trained, courteous personnel; extension of 
credit; packaging; delivery of merchan- 





WAR AGAINST FRAUD 








Here’s the text of the telegram in the booth 
of the Jewelers’ Vigilance committee: 


“There is a war on— 

‘Against the manufacturer who cheats on the 
quality of the gold, silver or platinum in the 
jewelry he makes. 

“Against the wholesaler who describes an ar- 
ticle as “gold,” or “gold filled” when it is 
actually a cheap plate. 

“Against the retailer who advertises a lot of 
junk as “solid gold.” 

“Against the furniture dealer, department 
store, catalog house or others that offer off 
color and imperfect stones as perfect and blue 
white. 

““Mdgainst anyone who tries to capitalize the 
good reputation of our industry by chiseling, 
cheating, false advertising or misrepresentation. 

“We want your help.” 
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dise and the benefit of careful buying. 
We as retailers must not allow such il- 
lusions to prevail.” 

Dr. Craig paid tribute to ANRJA as 
an active agency of the retailers federa- 
tion, which now comprises 22 state re- 
tail associations after three years of 
existence. 

June Hamilton Rhodes, jewelry stylist, 
explained the function of the Jewelry 
Publicity Campaign in promoting the 
interests of the trade through the medium 
of both editorial and advertising columns 
of publications of all kinds, the air lanes 
and the screen. An impressive display 
of published material demonstrated the 
extent of the committee’s efforts. 

“We are intensely interested in the 
work of the Jewelers Publicity Commit- 
tee,” said Frederick A. Ballou, Jr., repre- 
senting the New England Manufacturing 
Jewelers and Silversmiths Association. 
“As tangible evidence of our continued 
good will, the amount subscribed this year 
by this group increased approximately 50 
per cent and this during a period when 
business conditions in general were not as 
favorable as the previous year. Of still 
more importance is the fact that the num- 
ber of subscribers was augmented by 45 
per cent, yet we are far from satisfied 
with the results. 

“I have a great deal of faith in the 
helpfulness of this work and believe that 
the methods used enable us to get full 
value for money expended and many 
times the value possible through direct 
advertising. Results have been obtained 
—of that we are sure. 

“It is because our greatest competition 
is from without our industry that we 
should all band together and make our- 
selves heard. The Jewelers’ Publicity 
Committee offers the means; it needs the 
financial support of every jeweler—now.” 


Price-Cutting in Silverware 


“It must be born in mind that many 
of the troublesome conditions now exist- 
ing in the distribution of silver have 
grown up over a period of years, and 
are naturally of more importance and 
cause more trouble in these trying times 
than when we were in a boom period,” 
said William G. Thurber of Tilden- 
Thurber Corp. of Providence, R. L., re- 
porting as chairman of the silver com- 
mittee. 


“Probably there is no more impcrtant 
subject at the present time than the cut- 
price evil,” continued Mr. Thurber. “There 
are two types of this: First, the concern 
usually operating upstairs which carries 
little or no stock and sells from catalogues 
at 25 or 25 per cent; and, secondly, the 
so-called legitimate jeweler, who -arries 
from a small to moderate stock, and who 
gives discounts to all or certain classes of 
customers regularly or from time to time. 

“We believe it a highly dangerous prac- 
tice to supply or ask any other jeweler 
to supply you with any manufacturer’s 
goods except at full retail price. When 
these conditions exist, it obviously seriously 
hampers your committee’s work. 

“A recent survey in regard to the num- 
ber of new patterns indicates that past 
efforts along these lines have been preduc- 
tive, to some extent. Approximately 40 
per cent of those answering the poll stated 
that in the past year there had been a 
slight to considerable decrease in new pat- 
terns and the other 60 per cent stated they 
could see no improvement yet. All appre- 
ciated the efforts made and urged all manu- 
facturers to further continue putting on 
the brakes. The matter of new patterns 
rests to a great extent in the retailers’ 
hands. If retailers don’t want or need so 
many new patterns, there is nothing under 
the sun to make them buy them. Poor 


(Please turn to page 128) 











Introducing. .. 


a new-1938 series of design by Wallace, in the Swedish 
Modern manner. Completely satisfying to the eye...com- 
fortable to hold... Note particularly the large, full-oval 
outline. Grey oxidized finish. 

Inspired by that glorious gift of the Gods of Norse or 
Scandinavian Mythology... the Walkyrs, divinely beau- 
tiful maiden daughters of the Gods... Wallace has wrought 
into these patterns the inherent loveliness of femi- 
nine beauty dedicated to our more modern Walkyrs. 

This group of Swedish Modern-Walkyr patterns is made 
up of a diversity of surface treatments to excite the enthusi- 


asms of the different personalities of the femme of today: 


WI 


DRESSER oILVER 


R. WALLACE &@ SONS MFG. CO. 
WALLINGFORD + CONNECTICUT 


NEW YORK, 362 FIFTH AVE.* PHILADELPHIA, 12 SOUTH I[2th ST. * CHICAGO, I0 SO. 
WABASH AVE. * SAN FRANCISCO, 140 GEARY ST. * LOS ANGELES, 8II W. 7th ST. 
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No. 98 “Walkyr’—Hair 
Brush, Comb and Mirror... 
silver only...retail $25.00 


No. 98-2 “Lisa’—Hair 
Brush, Comb and Mirror... 
silver only...retail $27.50 
No. 98-4 “Sigrid — Hair 
Brush, Comb and Mirror... 
silver only...retail $30.00 














No. 42 ‘Noblesse Case for 





Ne. 98-41 “Elsa —Hair 
Brush, Comb and Mirror. . . 
silver only .. . retail $35.00 


No. 98-92 “Kirsten’—Hair 
Brush, Comb and Mirror... 
retail $35.00 


No. 98-94 “Sonja’—Hair 
Brush, Comb and Mirror .. . 
silver only . . . retail $30.00 


silver only ... 





No. 41 ‘Chateau’ Case for 
3-piece set... rich grained leather 
effect; durable anti-tarnish cover- 
ing; tastefully lined in two colors 
of satin... conservative, dignified, 
handsome. Case only, retail $2.50 





8- or 10-piece set . . . same type 
of case as the “Chateau”, but 
larger. Case only... retail $4.70 


THIS BUSINESS FOU 


1835 
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23—Samuel Mautner, Jesse Mautner—Wolf- 


sheim & Sachs, New York. 

24—H. A. Rohs, Cynthiana, Ky.; J. W. Baer— 
Amber Mines, Inc., New York. 

25—Paul M. Stern, Arthur Kaplan—Louis Stern 
Co., Providence. 

26—E. V. Clark, Frank Dunning—Parker Watch 


Co., New York. 

g7—Larry Cohn, M. M. Michelson—Gold Re- 
covery & Refining Corp., New York. 
277A—Hayward Sweet—R. F. Simmons Co., 


Attleboro. 
28—William Ogush—Katz & Ogush, Inc., New 
York. 

Harry B. Smith, Norman M. Morris, Max 
a emaald—Mormen M. Morris, Inc., New 
York. 
30—Jack J. Felsenfeld—New York. 
3I—R. T. Rand—Schick Dry Shaver, Inc., 
Stamford. 
32—Don Leveridge, Mrs. A. D. Leveridge, 
A. D. Leveridge—New York. 
33—Stephen L. Ford, Percy Ball—R. F. Sim- 
mons Co., Attleboro. 
33A—Harley H. Noyes—Oneida, Ltd. 
34—Samuel Shinbach—Bron-Shoe Co., Colum. 
bus, 
35—W. J. Mack—R. Wallace & Sons Mfg. Co.: 
C. B. Hartman—Reed & Barton, Taunton, 
Mass.; Charles Gregory—R. Wallace & Sons 
Mfg. Co., Wallingford. 
36—Ted Ricken, Jerry T. Agate, L. W. Chap- 
pell—Tavannes of America, Inc., New York. 
37—Paul W. Monohon—Krementz & Co., 
Newark. 
37A—David Sickles—Louis Sickles, Philadel- 
phia. 
38—Charles A. Mealy, Miss M. O'Keefe— 
Forstner Chain Corp., Irvington, N.J. 
39—William J. O'Brien, R. A. Hunken, Mur- 
ray Max—J. R. Wood & Sons, Inc., Brooklyn. 
40—Art Miller, Sid Ott—Elgin American Co., 
Elgin, Il. 
4\—Perry Thors, Jack Brown, Leo Dowd, 
Joseph Johnston—International Silver Co., 
Meriden. 
42—Richard Polumbaum—J. J. Schmukler & 
Son, New York. 
43—Joseph Goldstone, C. M. Dunbar, Clar- 
ence Thompson—American Jewelers Bureau, 
Inc., Chicago. 
aaa Mehrlust—Jacob Mehrlust, New 
ork. 
44—R. T. Woodward—Warren-Telechron Co., 
Ashland. 
45—Phineas Peters—Brooklyn. 
46—John Brantman; Harry Bromley—National 
Jeweler; Irving Chayken, president, Indiana 
Retail Jewelers Association. 
47—Benjamin Katz—Gruen Watch Co., Cin- 
cinnati. 
48—Ben C. Brookmyer, John D. Shaw, W. 
+ cael Silver Co., Meri- 
len. : 
49—William Helbein, Herman J. Lefferts— 
Helbros Watch Co., Inc., New York. 
50—D. H. Johnson—C. J. Bat & S 
Chester, Conn. — i 
a Chesler—J. Chesler & Sons Co., New 
ork. 
52—Ted Coords—Barry Mfg. Co., New York. 
Below—A crowd visiting Holmes & Edwards 
Danish Princess presentation. 














How 
is Your Belt 
L_-B USINESS? 


It Could Be Better! 
If you F eatured the 


BRAXTON 


This is not just another leather strap—but 
the only belt manufactured with a special, 
built-in comfort feature. 

When ycu sell a “BRAXTON” you gain 
a customer and keep a friend. 

Genuine COWHIDE, 1” and 133”, $18.00 
per dozen without buckles. Genuine 
PIGSKIN, 1” and 13%”, $24.00 per dozen 
without buckles. (With bronze tongue 
buckles, add $1.50 per dozen extra.) 
Write us. 


STERLING 
BUCKLE 
No. 7903 


$9.00 
A DOZEN 


Tie chains 
to match 


$9.00 





TO DEALERS—Upon request we shall 
be happy to send one of our salesmen who 
will demonstrate and explain the unique 
features of this belt, including the business 
building, profit making possibilities asso- 
ciated with it. 


Queen City Buckle Mfg. Co. 
TEMPLE BAR BUILDING 
CINCINNATI, OHIO 








A.N.R.J.A. Convention 
(From page 123) 


acceptance by retailers will quickly remedy 
an excess of new patterns. 

“This committee firmly believes that the 
membership of the Silversmiths’ Guild 
should be increased so as to be more repre- 
sentative of the industry. At present Guild 
members produce approximately three-quar- 
ters of all sterling flatware and about one- 
half of the hollowware. In order to 
maintain ethical practices and to expand 
consumption, the membership of the Guild 
should be increased and made more repre- 
sentative through participation by other 
reputable manufacturers. 

“From a study your committee believes 
that exclusive patterns is a practice to be 
generally discouraged. In many instances. 
this limitation leads to bootlegging and 
confusion, and better conditions will pre- 
vail if a manufacturer’s line is either wide 
open to all regular outlets, or not available 
at all. 

“This committee is very much opposed 
to the so-called promotional patterns, and 
has strongly urged all manufacturers to 
eliminate this type of business with the 
many evils accompanying it, from their 
lines.”” 


Improved Sale of Diamonds 


Sydney H. Ball, author of the annual 
diamond review, had an attentive audi- 
ence for his annual report on the dia- 
mend industry. Said Mr. Ball: 


“The diamond industry feeds on pros- 
perity and in consequence it is not surpris- 
ing that its business in the first half of 
1938 was poor. This is the first setback 
which the industry has suffered since the 
summer of 1932. Prices on the whole were 
firm, but trade volume was small. The 
industry is, however, well coordinated and 
is astutely managed and will rapidly bene- 
fit by any improvement in world eco- 
nomic conditions. Indeed an improvement 
in the industry, still in force, vegan in 
May. 

“One more prophecy: In the near future 
the luxury dollar will be large and beavy: 
the desire to spend part of it on diamonds 
and other fine gems is inherent in the 
human race. It is up to our trade to see 
that the people know of the beauty and last- 
ing qualities of gems; otherwise the luxury 
dollar will eventually lodge in the tills of 
the purveyors of other luxuries who fill 
the better magazines with enticing copy.” 


Reports of their activities as regional 
vice-presidents were made by Henry F. 
Stecher, Milwaukee, Wis., and Myron 
Everts, Dallas, Tex. 

William C. “Bill” Donnelly, Baltimore, 
Md., delivered the annual report of the 
watch inspection committee. 


New Officers Installed 


Installation of officers and adoption of 
resolutions were high-spots of the clos- 
ing session Friday morning. In addition 
there were reports from Regional Vice- 
Presidents Drosten and Dibbern and the 
budget selling committee. 

Reporting for the latter, Tinley L. 
Combs, Omaha, called on more manufac- 
turers to advertise that their products 
can be purchased on credit at the better 
jewelers, and praised place-service sell- 
ing of sterling flatware, for cash, from 
budget, charge account or on monthly 
installments. 

“The matter of financing our credit 
sales,” he said, “protruded itself last year 
as a hindering bugaboo, but it now 
seems to be a sane self-adjusting prob- 
lem that can be kept well within the 
hands of the jeweler himself and thereby 
preserve all the profit due him on his 
credit sales at cash prices and give him 
the customary carrying charge also in- 
stead of passing it on to the bank or 
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finance company. The committee think, 
the jeweler can best finance his own 
credit sales and that the factories should 
cooperate in the matter of terms,” 

Robert C. Knox, assistant secretary of 
the Jewelers Board of Trade, told how 
the organization’s research department at 
the request of ANRJA is preparing ap 
analysis of operative costs of jewelry 
stores. The results will be available 
soon, he said. 

“Get all the comparative averages and 
statistical data that can be applied to 
your business,” he counseled. “Having 
obtained them, don’t let them become filed 
away to be referred to at some indefinite 
future date, but use them at once as qa 
chart to guide you through safe business 
channels. Give of your own informa- 
tion, secure in the confidence that your 
figures will not be individually disclosed 
and that by adding your mite you are 
contributing your experience to the gen- 
eral welfare of the entire trade.” 

Arthur C. Hentschel, Milwaukee, Wis., 
in one of the convention’s most fact- 
packed addresses, described the opera- 
tion of his state’s watchmaker licensing 
law, under the board of examiners of 
which he is a member. 

He urged similar legislation for all 
states. The law, he said, protects the 
public against fraud and _ botchwork, 
eliminates price advertising, makes the 
repair department more profitable through 
the elimination of untrained, undesirable 
workmen, leads to a higher wage scale 
for the watchmaker and attracts a higher 
and better class of young men to enter 
the trade. In addition, Mr. Hentschel 
said, “the trade will be better protected 
and will never feel the urge to unionize.” 


Clinics Well Attended 


Clinics, which have had a tendency to 
promote a more intimate interchange of 
ideas than the general business sessions, 
were held Tuesday, Wednesday and 
Thursday afternoons. Three of these 
were devoted to gemological subjects un- 
der the leadership of Robert Shipley, Los 
Angeles, Cal., president of the Gemologi- 
cal Institute of America. Richard Van 
Esselstyn, New York, on Tuesday dis- 
cussed colored stones and the possibili- 
ties they offer to retail jewelers and on 
Thursday presided at the zircon session 
when Cecil A. Allen, importer, spoke. 
The Wednesday clinic was devoted to 
demonstrations of instruments. 

There were also clinics on Tuesday, 
Wednesday and Thursday under the 
leadership of Paul W. Monohon of 
Krementz & Co., and Jones & Woodland 
Co., Newark, N. J. These clinics were 
devoted to storekeeping. “There are 
more sales lost to retailers because of 
poor approach, than all other factors 
combined,” said Mr. Monohon. Follow- 
ing this theme he developed it calling 
attention to many important points. 

Fred W. Roedel, Utica, was the spe- 
cial speaker at one session, taking for 
his subject “bringing the public to the 
jewelry store.” His suggestions for ac- 
complishing this were publicity, no sales 
but instead proper merchandising and 
pricing, catering to the children and sev- 
eral others. In conclusion Mr. Monohon 
advised his listeners that there are two 
vital points to a sale, one the proper ap- 
proach and the other making certain that 
the customer leaves the store with a 
pride in his purchase. 

Mr. Everts, Dallas, Tex., 
getting publicity for your store. 

“Taking the Jewelry Store to the Pub- 
lic’ was interestingly presented by George 
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Cc. Barclay, Newport News, Va., at one 
of the clinic sessions. — - 

A question box period led by E. R. 
Fuchs of Milwaukee brought forth a 
number of interesting suggestions and 
unique sidelights on a variety of sub- 
jects. Many of the questions dealt with 
Fair Trade measures and the manner in 
which they operate, while others solicited 
information on the cost jewelers estimate 
for servicing watches, which incidentally 
was almost unanimously figured at about 
4 per cent. These and many other ques- 
tions were answered by jewelers who had 
at some time been faced with the same 
problems. 


Candidly 
Speaking 


53—Ben Jaffrey—Art Metal Works, Newark. 
54—Mr. & Mrs. John Kennard—Hodgson, Ken- 
nard & Co., Inc., Boston. 

55—Max Field, Irwin H. Jellinek—Buffalo 
Jewelry Case Co., Buffalo. 

56—Teviah Sachs, Harry Goldstein—Gruen 
Watch Co., Cincinnati. 

57—W. F. Yeager, L. A. Bearmore, A. G. 
Jenks—Wells Mfg. Co., Attleboro. 

58—Leon J. Engel, Jay G. Engel—J. Engel & 
Co., Inc., Baltimore. 

59-—J. J. Collins, W. L. Marchant, W. J. Rich- 
ards—Ostby & Barton Co., Providence. 
60—H. A. Rosenquist, Harry Lynch—Hadley 
Co. Inc., Providence. 

6I—Jerome Richheimer, New York. 

62—Max Kestenman—Kestenman Bros. Mfg. 
Co., Providence. 

63—Barney Lessner, David Weinberg—Bristol 
Seamless Ring Co., New York. 

64—D. B. Hollister, C. R. Thorson—General 
Electric Co., Bridgeport. 

65—William Boyajian—William C. Boyajian, 
Inc., New York. 

66—Louis Aisenstein—Aisenstein-Woronock & 
Sons, New York; Max Rosenbaum, Max 
Jewelry Co., Detroit; William Ansen, Aisen- 
stein-Woronock & Sons, New York. 

67—A peek into Walter Lampl's booth. 
68—Evarts C. Stevens, George H. Morrison 
—International Silver Co., Meriden. 
69—Frank A. Moran—J. F. Sturdy's Sons Co., 
Attleboro Falls; A. H. Ficken, Cleveland. 
70—Wilson A. Streeter—Bailey, Banks & Bid- 
die Co., Philadelphia; A. W. Anderson— 
Neenah, Wis. 

7i—C. E. Pettit, Frederick A. Ballou, Jr., C. 
Harry Martens—B. A. Ballou & Co., Provi- 
dence. 

72—L. M. Lynch, Miss W. Cuniffe, W. J. Mar- 
shall, H. Russell Williams, Henry J. Crocker 
—Waltham Watch Co., Waltham. 

73—John Hall, Paul Seidel, Robert Waddell, 
R. J. Gunder, W. E. Pierpont, unidentified 
man, Earl Lohr—Hamilton Watch Co., Lan- 
caster, Pa. 

74—Joseph D. Magid, Miss L. Oken, Nat 
Zuckerman—L. Luria & Sons, Inc., New York. 
75—Leo Kaplan—Lazare Kaplan & Son, New 
York. 

76—H. Herman, Jerry L. Grant—Swank Prod- 
ucts, Inc., New York 

77—C. Inness Brown, R. E. Brigham, Geo. E. 
Voorhees, W. John Mulvell—H. D. McFaddin 
& Co., New York. 

78—Norbert Cahn—Cahn & Kornbrodt, New 
York; Harry Davis, New York. 

79—J. P. McMahon, E. T. Miles, J. J. Gould, 
W. E. Kellogg, C. M. Rebok—Manchester 
Silver Co., Providence. 

80—Ross Donaldson, LeStage Mfg. Co., North 
Attleboro; Wm. G. Lenhart, New York; Al 
H. Betz, Ripley & Gowen Co., Attleboro; 
F. N. Ullrich—Morse, Andrews Co., Attleboro: 
Charles J. Tonry—A. Micallef & Co., Provi- 
dence, Harry A. Kretsch—J. F. Sturdy's Sons 
Co., Attleboro. 


Photographs by John McGinn, JEWELERS’ 
CiRCULAR-KEYSTONE staff photographer. 


























@- 





H. W. BURDICK 


CLEVELAND, OnIO—H. W. Burdick, 
formerly of the Bowler & Burdick Co., 
and later head of the H. W. Burdick Co., 
wholesale jewelers, this city, died July 
26 at his home in Sebring, Fla., at the age 
of 78 years. As head of the latter con- 
cern, which he organized in 1913, Mr. 





Veteran Cleveland Wholesale Jeweler 


Burdick continued in this office until 1933° 
when he resigned and his son Herbert E. 
Burdick was elected as his successor. He 
remained active in the business, however, 
until his retirement in January, 1937. 

Mr. Burdick was born in Alfred, N. Y., 
May 19, 1860, and in 1878 came to Cleve- 
land to join his brother in the Bowler & 
Burdick Co. He continued to represent 
the concern on the road for many years 
and upon the death of William Bowler 
acquired an interest in the business. In 
July, 1913, he sold his interest to his 
brother and organized the H. W. Burdick 
Co. Upon his retirement Mr. Burdick 
established his home in Sebring, Fla. 

He was for many years active in the 
Wholesale Merchants Board of the Cleve- 
land Chamber of Commerce and never 
failed to accompany the other members 
on their good will trips for the benefit 
of Cleveland. 

His widow, Stella L., two daughters, 
Mrs. Niel T. Clark and Mrs. William H. 
Cool, and a son, Herbert E. Burdick, 
survive. 


D. A. Hoerger Becomes Affiliated 
with Graff, Washbourne & Dunn 


Graff, Washbourne & Dunn, silver- 
smiths, established in New York since 
1833, announce the addition to their staff 
of D. Adelbert Hoerger as designer and 
advisor, not alone on standard sterling 
wares, but in other fields where fine 
craftsmanship in the precious metals is 
required. Mr. Hoerger comes to Graff, 
Washbourne & Dunn, 142 W. 14th St., 
after successfully serving as director of 
the ecclesiastical division of Edward F. 
Caldwell & Co., Inc., New York. 

A student under Samuel Yellin of Phil- 
adelphia and Victor von Lossberg of New 
York, Mr. Hoerger brings to Graff, 
Washbourne & Dunn a new viewpoint 
on silver and a fresh contemporary ap- 
proach, well grounded in tradition and 
steeped in the principles and ideals of 
two of America’s outstanding master 
craftsmen. 

As president of the Society of Designer- 
Craftsmen of New York, Mr. Hoerger 
has won the admiration and confidence 
of all who believe there is a high place 
in the field of art for the American 











éraftsman. As a ¢raftsman member of 
the Architectural League of New York, 
the American Federation of Arts and 
Crafts and other organizations, Mr. 
Hoerger has also been recognized for his 
ability and devotion to American crafts- 
manship. 


Philadelphia Wholesalers Organize 
Tri-State Credit Bureau 


A live ember carried over from the 
now-disbanded Philadelphia Wholesale 
Jewelers’ Association has resulted in the 
creation of a Wholesale Jewelers’ Credit 
Bureau for Eastern Pennsylvania, Dela- 
ware and Maryland with offices in Phila- 
delphia. The bureau already has started 
functioning. 





After Philadelphia wholesalers formed 
their association about 1910, the need for 
a credit bureau was recognized and one 
was started. It performed a useful ser- 
vice for many years, covering Pennsyl- 
vania and eastern Maryland until the 
association was disbanded in 1932. The 
credit bureau was discontinued, too, but 
there has been steady insistence since then 
that such an organization was needed 
and the present bureau is the outcome. 

The bureau will assist wholesalers in 
the extension of credit to firms in and 
near Philadelphia and will be a clearing- 
house for information. Thomas Fernley 
has been guiding the re-establishment of 
the organization, which will have head- 
quarters in the Fernley offices, 505 Arch 
Street, Philadelphia. 
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Spotlight To Be Turned 
On Jewelry Manufacturing | 
By Mechanical Engineers 


ProvipeNce, R. I.—The manufacturing 
‘ewelry industry will come in for con- 
siderable study when the national con- 
vention of the American Society of Me- 
chanical Engineers gets underway in this 
city during the first week of October. The 
program includes a symposium on the 
evening of Oct. 5, on “The Picture in 
the Jewelry Industry.” C. John Simeon, 
general manager of Ostby & Barton Co. 
of Providence, and a member of the en- 
gineers’ association, is chairman. 

Edward O. Otis, Jr., executive secre- 
tary of the New England Manufacturing 





Jewelers & Silversmiths Association will 
give a 15-minute talk on “The History 
of the Medium and Low-Priced Jewelry 
Industry to Date.” Lawrence E. Baer, 
treasurer and general manager of Swank 
Products, Inc., of Attleboro, will address 
the group on “The Search for Consumer 
Preferences,” and will be followed by 
Frederick A. Ballou, Jr., who will discuss 
“Problems of the Jewelry Industry.” Mr. 
Ballou is treasurer of B. A. Ballou & Co., 
of this place, and is president of the 
Jewelers’ Board of Trade. Archibald 
Silverman of Silverman Bros., this city, 
will outline problems faced by the syndi- 
cate jewelry manufacturers. Harold E. 
Sweet of R. F. Simmons Co., Attleboro, 
will take for his topic “Problems of 
Jewelry Distribution.” 
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Be one of our own customers for 
half a minute. Say you’re looking 
for a bracelet. You want style, 
quality—you want something that 
will wear long and well—yet priced 
within reach of your pocket. 


So have a look at some merchan- 
dise made from Gold Filled and 
Rolled Gold Plate.* Perhaps you 
don’t know that this is different 
from ordinary plate... that it’s 


Pur 








MANUFACTURERS ... 


RHODE ISLAND . 
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not electroplate. Your salesman 
will explain: all plated jewelry 
consists of a gold surface and an 
alloy base. But here’s the ditfer- 
ence: 


In Gold Filled and Rolled Gold 
Plate an actual sheet of solid karat 
gold covers the alloy base. In the 
manufacturing process this com- 
bination of gold and non-precious 
alloy is repeatedly subjected to 
enormous pressure through steel 
rolls and dies. This process makes 
the gold hard, dense. compact— 
makes it wear longer. And because 
of this fact, your salesman can 
put his own personal guarantee 
behind it. 


Now step back into your own 
shoes. Consider the strength of 
this selling story and the value 
of this guarantee. Then prepare 
to catch the active fall market 
with sales leaders made from Gold 
Filled and Rolled Gold Plate. 


*WHAT IS GOLD FILLED AND 
ROLLED GOLD PLATE? 


For either product, 10k or Behe gold must be used, 
to conform to US Commercial Standard No. CS47-34 
(except watch cases, made to special standard). In 
ualities of 1/20th and more it is called Gold Filled. 
wer than 1/20th it is called Rolled Gold Plate. But 
karat and quality marks do not indicate the method of 
gold application—and that’s what makes the differ- 
ence in wear! So protect yourself and your customers 
—insist on your supplier's guarantee. 








The engineers at their annual conven- 
tions take an industry in the area in 
which the convention is being held and 
study it in detail. In the present instance 
the jewelry industry was selected for 
consideration because it represents the 
type of industry which is spread over 
many small concerns. The engineers are 
interested from the standpoint of whether 
such decentralized operation is more ad- 
vantageous than would be concentrated 
production in a relatively small number 
of plants. 





Sioux City, la., Horological Guild 
to Regulate UHA Insignia 


Sioux City, Iowa—At a meeting of the 
Sioux City Horological Guild, Aug. 8, an 
important amendment was added to the 
by-laws, affecting the display of the na- 
tional insignia of the U.H.A. This amend- 
ment makes it mandatory for every watch- 
maker or store desiring to display the 
emblem and to participate in the organi- 
zation’s joint advertising campaign to 
demonstrate before an examining com- 
mittee their ability properly to repair 
watches. This committee is composed of 
H. C. Dugan, A. R. Herran and J. H. 
Greenburg. 

The association is now preparing a co- 
operative advertising campaign and state 
legislation affecting watchmakers. It is 
hoped that the latter will be ready for 
presentation at the next session of the 
legislature 





Watson Co. Holds Sales Conference 
at Plant in Attleboro, Mass. 


ATTLEBORO, Mass.—A three-day sales 
conference, ending with a banquet, was 
held recently by the Watson Co., sterling 
silverware manufacturers, at its plant in 
this city. A series of sales clinics covering 
the company’s policies and line, manufac- 
ture of sterling, new developments in the 
industry and advertising and merchandis- 
ing subjects comprised the program pre- 
sented at the conference. 

The clinics were under the direction of 
Gen. John D. Murphy, general manager, 
who was assisted in their presentation by 
A. F. Swanton, sales manager, and Percy 
Ball, merchandising and styling director. 

The banquet attended by sales and 
operating executives was held at Weber 
Duck Inn, Wrentham, Mass. Mr. Ball 
acted as toastmaster and General Murphy 
was the principal speaker. 





ISAAC DUBROW 


PHILADELPHIA, Pa.—Isaac Dubrow, for 
48 years engaged in the jewelry business, 
died Aug. 1, following a long illness. Mr. 
Dubrow was 67 years old when he passed 
away and the business at 618 South St., 
which he established in 1890, will be con- 
tinued by his widow and two sons, Dr. 
Herman Dubrow, optometrist and 
Michael. 

Mr. Dubrow had purchased the prop- 
erty at 620 Scuth St., adjoining the pres- 
ent store and was supervising plans for 
altering and rebuilding his establishment 
when he passed away. These plans, which. 
call for a handsome, modern double store 
structure of glass brick, stainless steel 
and structural glass, will be carried 
through and it is expected that building 
operations will be completed by Sept. 20. 





Arthur W. Field, who has established 
sales headquarters at 235 S. Berendo St., 
Los Angeles, is now western representa- 
tive of the Ace Watch Co., New York. 
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Colorado R. ‘. A. Elects “Silver State” Watchmakers and Jewelers Join in Banquet 


Officers and Directors 
at Convention in Denver 


DENVER, CoLo.—A new interest was 
created in the Colorado R.J.A., when 
members from all sections of the State 
convened here Aug. 14. An entirely new 
set of officers was selected and during the 
session many topics of importance to 
jewelers were considered. The meeting 
was held the same day the Master Watch- 
makers’ Association of Colorado, Inc., 
staged its convention here, with the re- 
sult that attendance at the sessions of 
both organizaions was good. Following 





Scene at Albany Hotel, Denver, when state-wide joint convention came to an end. 


the day’s deliberations, members of both rectors met later to consider these matters. tary-treasurer Orville R. Hagans, Den- 
associations participated in a joint ban- The following officers were chosen: ver. Directors are Al Long, Arthur 
quet. President, Wolf Hansen, Denver; vice- Jacobson, K. C. Cosley, William Schenk- 

At the convention the jewelers went on presidents, Frank Myers, Pueblo; Roy heim, H. H. Frumes, J. L. Molberg and 
record favoring watchmakers’ legislation Utter, Greeley; Hazel Decker, Hotchkiss: George E. Clegg, all of Denver, and Fred 
and second-hand watch laws. The di- and Lew Martin, Trinidad, and secre- Weiss, Greeley. 











Watchmakers’ Legislation for 


MAGNETIZE your mercuanpise _Caltad Favored at Met 


tion and second-hand watch laws were 
the principal subjects of discussion at the 
sixth annual convention of the Master 
Watchmakers’ Association of Colorado 








Ernst Peterson 


here Aug. 14. The association will pre- 
sent watchmakers’ legislation at the next 
legislative session. 

During the meeting personal messages 
ee 1 Cs and views on legislation were heard by 
aon os 4 ‘ we ’ means of original transcriptions from 
Harrison F. Babcock, president, H.I.A., 





pe ange Ms WP Te menial” tae alone and B. Ww. Heald, vice-president, U.H.A. 
“Magnetize your merchandise” begins with efficient The association also pledged support to 
arrangement and display. the Colorado R.J.A., in working for the 
uplift of the industry. The registration 

WAYNE offers a complete service including the DESIGN, at the convention numbered 140. 
MANUFACTURE, and INSTALLATION of FRONT ee a SS 
» an or your President, Ernst Peterson; secretary, O. 
or FIXTURES and INTERIOR. One contract, one price, Hagans; age x A. 7 yo 
. tate trustee, D. E. Heigert, all of Den- 
one Profit. Why not let WAYNE “MAGNETIZE YOUR ar; avqecdion, Gaal Guan, ee 
MERCHANDISE.” Consult us, without — that we tleton; Daniel C. Brown, Denver; A. J. 
Bradley, La Junta; Fred Weiss, Greeley; 
may go further into detail. , Fred Comstock, Boulder; G. P. Wilson, 


Colorado Springs; C. A. Watson, Pueblo; 

Jack Lehman, Fort Morgan; O. D. Allen, 

Pueblo, and W. R. Clark, Florence; state 

ill) technical director, Joseph I. Hansen, and 

| a la assistant William Eisch, both of Denver. 
SONIA CRATIOT 4 


DESIGNERS aa MANUFACTURERS OF COMPLETE STORE EQUIPMENT WINFIELD Hancock Kay, 58, identified 


a ii = ig than 40 yones; head of the sales truinieg 


department and personnel manager, the 












Pane al STORE FRONTS W. A. Sheaffer Pen Co., died suddenly on 
3 int SS AND INTERIORS Aug. 17, at Fort Madison, Iowa. He was 
Sent |e i. instrumental in the development of the 


Lifetime manifold point. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1938 


Ts 
io) 
i) 

















J. Herbert Hall Co., Inc., in Fine New $150,000 Home 


PasADENA, CAL—The J. Herbert Hall 
Co. Inc, has moved into one of the 
finest new jewelry stores on the Pacific 
Coast at 420 E. Colorado St. The prop- 
erty, including the fixtures, represents an 
investment of approximately $150,000 and 
occupies a site with a 43-foot width and 
a 125-foot depth. 

The exterior front is of genuine Italian 
travertine marble. Window bases are of 
imported astralite, called “black pearl” 


The spacious main sales 
room in J. Herbert Hall 
Co.’s new home, with an 
“island” display case in the 
foreground. Light from an 
indirect cove above the wall 
fixtures supplements day- 
light, eliminates shadows. 


in Europe. A striking marquee, chro- 
mium-plated, supports two electric clocks. 
The firm’s name legend on the front is 
also in chromium. 

The main salesroom, 28 by 120 feet, 
receives natural light from three care- 
fully located skylights and artificial light 
from an indirect cove at the top of the 
wall fixture line. 

This is concealed in an ornamental 
trough above the cases. The cases and 
all fixtures are in black walnut, contrast- 
ing sharply with the off-white walls and 
ceiling above. The floor covering is in 
designed rubber tile with cross lines at 
intervals to break appearance of ex- 
cessive depth. 

In the center foreground in a hollow 
island display case are the displays of 
novelties, leather goods, and perfumes. 
Sales niches at each side of the main 
entrance are devoted to diamonds and 
platinum jewelry on the right and to 
watches on the left. On the sides are 
displays of glassware, clocks, china, etc. 

At the rear, just beyond the end of 
this central fixture, the visitor takes two 
steps down to the silver room. In con- 
trast, this room is richly carpeted and 
the deeper wall recesses give space for 
ample silver display. There is room here 
for a table which is always appropriately 
set with silver. The carpet is a deep 
blue. 

The drop in the floor in the silver 





Salesmen for Out-of-Town Firms 
Halted from Home Soliciting 


Minot, N. D.—House-to-house solicita- 
tion by salesmen representing out-of-city 
firms is prohibited under provisions of an 
ordinance passed by the Minot city council 
a short time ago. 

Patterned after the famed Green River, 
Wyo., ordinance, which has been sus- 
tained by the United States Supreme 
Court, it classifies solicitation without the 
invitation of householders as a misdemea- 
nor, punishable by a fine of not less than 
$19 or more than $100. Members of the 
city council, who passed the measure with- 
out a dissenting vote, said it was aimed 
at solicitors of out-of-town firms and 
would not be invoked against salesmen of 
local business establishments. 
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room gives ceiling height for the rear 
mezzanine where the offices are located, 
and since the company’s own _ space 
widens out at the rear concealed rooms 
are provided for the mechanical features 
of the business. 

The store is completely air-conditioned. 
One of the largest vaults to be found in 
any store of any kind in Pasadena has 
been built in as a safety and insurance 
feature. 


a 
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The J. Herbert Hall Co. is one of the 
old established jewelry stores of southern 
California. It was established in 1899 in 
a small room at 43 E. Colorado St., the 
second home was occupied in 1913 at 
96 E. Colorado St., the third in 1927 at 
348 E. Colorado and the fourth in the 
new location. J. Herbert Hall, the 
founder of the business, is president; 
Walter Hall is vice-president and Earle 
B. Hall is treasurer. Harry P. Harding 
is secretary and Leslie G. Reynolds man- 
ager of the service departments. 





THAT’S TELLING ’EM 


(Reprinted from Pennsburg, Pa., 
Country) 

They don’t kid E. K. Bean, bur- 
gess of Lansdale, who is also a 
prosperous jeweler. . .. The school 
board permits the school authorities 
to purchase the class rings out of 
town and Burgess Bean inserts an 
advertisement in the school publi- 
cation which reads: “When you 
want class rings go out of town: 
When you want donations come to 
E. K. Bean.” 
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DOMINION TRAVELING JEWELERS ELECT 


Toronto—The following officers were 
elected for 1938 at the annual dinner 
meeting of the Canadian Jewelry Travel- 
ers’ Association held in the Victoria 
Hotel: Honorary president, F. M. Cock- 
burn; president, Harry Angus; vice-presi- 
dent, Fred Bailey; district representa- 
tives: Quebec, George Spare; Ontario, 
J. W. Padgett; Maritimes, John Bernard ; 
Toronto, Frank Morrison; Prairie Prov- 
inces, Fred Westren; British Columbia, 
Stanley McGill; secretary, Thomas Bin- 
nie. 





Edgar R. Whiting is observing his 
40th anniversary in the jewelry business 
at Pittsfield, Mass. He came to Pitts- 
field in 1898 from Bangor, Me. Mr. 
Whiting first established himself in the 
old England Brothers store and later 
moved in with the Talbot Brothers. His 
next move was to open his own store in 
the Edwards Block, 38 North St. and 
then to his present location, 34 West St. 





Son & Prins Company 


IMPORTERS OF 


DIAMONDS 





























Announce their removal to new 
offices in the Pittsfield Building . . . 


55 E. WASHINGTON ST., 
CHICAGO 


larged and improved quarters al- 
low them to serve you better. 


EUROPEAN OFFICE: 


























. . . where en- 


17 N. ACHTERGRACHT, AMSTERDAM 
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Miles E. Pooler, Rochester, Named 
President of New York State 
Horological Association 


Cooperstown, N. Y.—The New York 
State Watchmakers Association was or- 
ganized at Cooper Inn here, July 31, by 
representatives of horological associations 
of Buffalo, Rochester, Utica, Elmira, Al- 
bany and New York City. 

State licensing of watchmakers was 





Just before they embarked on a long cruise around Otsego Lake, at Cooperstown, N. Y., these 
New York State watchmakers pause long enough to radiate their satisfaction in the good work they 


discussed at length and marked ae have just completed by forming the New York State Watchmakers Association. Left to right: H. B. 
was made in plans for legislation to be Kahn, W. Sude, D. Ostrager and M. Green, of New York City; Al Grohs, Buffalo; (back of Mr. 


presented to the state legislature this 
winter. 


Green) H. Taylor, Buffalo, (in slacks); G. Grant, and M. J. Schwartz, of New York; J. DeVogel, 
Albany; L. A. Bevins, Utica; J. L. Roehrich, New York; G. L. Schlehr, Morrisville; Miles Pooler, 
Rochester, and R. G. Taylor, Utica. Others in attendance but not in the picture were C. Engelbert, 


Officers elected to serve until the rati- Rome; B. D. Smith, Elmira; G. F. Scheer, Rochester, and R. A. Gutfrucht, Rochester, photographer. 


fication of by-laws at a convention next 





year were: Miles E. Pooler, Rochester, 
president; A. Grohs, Buffalo, vice-presi- 


dent, R. A. Gutfrucht, 890 Main St. W., 19th Century Silversmiths’ Shop in Accurate Miniature 


Rochester, secretary; O. J. Dilger, 
Rochester, treasurer, and directors, M. E. 
Pooler, of the Horological Association of 
Rochester; J. L. Roehrich, president of 
the Horological Society of New York; A. 
Grohs of the Buffalo Horological Asso- 
ciation; H. B. Kahn of the Watchmakers 
Guild of Greater New York; L. A. 
Bevins, of the Utica Horological Society ; 
J. DeVogel, Albany Watchmakers Guild, 
and B. D. Smith of the Southern Tier 
Horological Society. 

At the close of business session Presi- 
dent Pooler was given a vote of thanks. 
R. G. Taylor, Utica, arranged the place 
of the conference and entertainment of 
the delegates, which included a _ two- 
hour boat ride around Otsego Lake. 

From the enthusiasm shown by the 
delegates the newly-formed association 
should do much to elevate the standards 
of the profession and eliminate the evils 
which infest the craft in New York. 














PLATINUM 


IRIDIUM, RHODIUM, 
RUTHENIUM, PALLADIUM 


IRIDIUM-—-PLATINUM 


In all degrees of hardness for the requirements 
of the Jewelry Trade and other Industries 


The Quality of all our Metals and Products 
fully guaranteed 


PLATINUM WEDDING RINGS 
CHANNELLED-PLAIN-ENGRAVED 


RHODIUM PLATING SOLUTIONS 


JOHNSON, MATTHEY @ CO. 


INCORPORATED 
The oldest established and World-renowned Refiners 


15 WEST 47th STREET NEW YORK CITY 
Telephone: Bryant 9-4645 
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Many of the 1000 parts in this miniature shop perform complicated motions 


PROVIDENCE, R. I.—An uncannily ac- 
curate miniature reproduction of a late 
19th Century gold and silversmiths’ shop, 
with animated figures and machines and 
tools, both stationary and in motion, has 
been built by Eric Youngberg of this city, 
a member of the Rhode Island Society of 
Model Engineers. About 10,000 parts 
were utilized in its construction and it 
took Mr. Youngberg five years’ spare 
time to build. In his youth Mr. Young- 
berg served his apprenticeship in just 
such a silversmith’s shop in Sweden as 
he has now completed in accurate minia- 
ture, one foot in the original shop 
equalling one inch in the reproduction. 

Some of the midget figures go through 
as many as seven motions in the per- 
formance of their tasks. Every process 
used to convert silver or gold from strip 
form into the finished product is shown. 

Among the objects are the smelting fur- 
nace, with a miniature figure blowing 
bellows, the solderer at a table making 
a joint with a blewpipe, the gold bur- 
nisher, the saw piercer and the sand- 
blasting machine worked by an appren- 
tice. 


3rd Generation Active in Pioneer 
Canadian Firm 50 Years Old 


NEw WESTMINSTER, B. C.— Gifford’s 
Ltd., jewelers of New Westminster, B. C., 
recently celebrated the 50th anniversary 
of the establishment of the firm by the 
late Thomas Gifford. 

William Gifford, son of the founder, 
entered the business in 1894 and carried 
on direction of its affairs for 43 years, 
and is still the active head of the firm. 
William Gifford, Jr., entered the firm a 
few years ago, and is now an important 
member of the staff. 
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Jewelers Board of Trade 
Reports Failures Increase 


The Jewelers Board of Trade an- 
nounced last month the semi-annual com- 
parative figures relating to financial em- 
parrassments in the jewelry trade, com- 
piled by its research department. The 
figures cover only the United States from 
January to July, 1938, and for the same 


period in 1937, 1936 and 1935. 





months of 1938 there were 147 failures 
among manufacturers, wholesalers, re- 
tailers and repairers, with $2,669,600 be- 
ing involved. The nearest approach to 
this since 1935, occurred in 1936, when 
130 failures, involving $2,127,100, were 
recorded. 

When releasing its figures the Board 
emphasized that they include persons 
and concerns manufacturing, importing 
or dealing in articles commercially known 
as jewelry, such as watches, clocks, sil- 





























Both from the standpoint of total fail- verware, gold, platinum and plated | 
ures and the amount of money involved articles, also diamonds and precious and | 
the period from January to July this year semi-precious stones, together with syn- | lad 
exceeds any for the same periods of the thetic and imitation stones. ge 
last three years. During the first six These comparative figures are as fol- | || 
[aa — | lows: 7 ‘ 
} / 
Number of Failures | i 
38 "32 "36 "35 we 
MA ANMIHEOEE. eo Cb:d cn yi carweNeeuwesas 17 5 19 9 a 
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Amount of Failures 
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NN dau aeaeereonenees $400,300 $79,700 $715,800 $758,800 | 
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ee eer eee Tee 1,395,500 956,500 1,101,600 1,096,200 
na eR a ee cin occa 22,900 7,100 27°700 32,400 
a : Sie Peed tis = 
MAE aiiwadiaceche te weanmeees $2,669,600 $1,190,400 $2,127,100 $2,146,800 | 
| 
I 5521-5 bacon nachna bib Roxeiee Maire ene aare by Galli | | 











Vig 


A DIAMOND MAY BE MELTED 
AND EATEN... HEATED TO A TEMPER - 
ATURE OF 850 DEGREES CENTIGRADE, 
IT WILL BURN AS EASILY ASA 
PIECE OF COAL WHEN DIPPED IN 
A TANK OF OXYGEN. THE GAS 
ARISING FROM THIS COMBUSTION IS 
CARBON DIOXIDE, SUMAR TO THE 
GAS WHICH BUBBLES /M SODA WATER 
AT ANY ICE-CREAM DISPENSARY.« 


A MAN WHO WEIGHS 
150 POUNDS 

WOULD BE WORTH 
476,562.50 

HIS WEIGHT IN GOLD 


eee . 


LOLLIA PAULINA -- 


SAID TO HAVE BEEN THE 
WEALTHIEST ROMAN WOMAN 
WHO EVER LIVED, OWNED 
A COLLECTION OF PEARLS 
ANDO EMERALDS WORTH 
MORE THAN 2.000 ie 








the Chelsea 
CARVER 


YD 


retailing at $150 


A beautiful new clock-barometer, widely 
| publicized in consumer magazines. The 
| Carver has a solid mahogany inlaid case, 
| Chelsea 8-day non-striking lever move- 
| ment, Holosteric barometer, thermom- 
eter and hygrometer. The Carver will 
attract customers to your store and create 
| new interest in high-priced clocks. 





Chelsea Clock Company 
| 288 Everett Ave., 
Chelsea, Mass. 
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JEWELRY FINDINGS 
for Manafactaring 


and Repair Work 


F. H. NOBLE & Co. 


Manoafacturers 


559 W. 59th Street, CHICAGO 














ESPECIALLY DESIGNED 
For The 
DISCRIMINATING JEWELERS 


16-4/211 French 
porcelain hand 
decorated cig- 
arette box 
and ash trays 
in a beautiful- 
ly silk lined 
simulated 
leather box. 
Priced at .... 
$4.50 complete. 


Other combi- 
nations similar- 
ly boxed priced 
from $3.00. Box- 
ed sets consist- 
ing of 2 per- 
fume bottles or 





4 ash trays 
priced from 
16-4/211 $2.00. 


A complete line of gifts imported 

from France and Czechoslovakia in- 

clude: 

Vases 

Candy boxes 
Perfume trays 


Ash trays 
Miniatures 


Lamps 
Urns 
Perfume bottles 
Cigarette boxes 
Bowls 


-beth WEISSMAN 


IMPORTATIONS 


49 West 23rd St., New York 





15127 Merchandise Mart, Chicago 














Better Business Bureau Prosecutes 
San Jose, Cal., Jewelry Concern 


SAN Jose, CaLt.—The Better Business 
Bureau of this city has been active re- 
cently in prosecuting and driving out of 
San Jose, merchants who resort to false 
and misleading advertising. Crosses and 
fountain pens, advertised as being worth 
a great deal more, were offered here in 
certain drug stores for 59 and 69 cents, 
respectively, but through the efforts of 
the Better Business Bureau, both these 
sales were stopped and the sponsors 
driven out of town. 

In another instance, on the complaint 
of local jewelers, the Bureau proceeded 
against the Royce Jewelers, a San Jose 
jewelry concern owned by Ferdinand 
Wolfson, Jr.. and Edward Sommers, 
which had advertised “six perfect, beau- 
tiful diamond wedding ring sets for only 
$19.85.” When the concern refused to 
run a corrected notice in the newspapers, 
after the Bureau claims it found five of 
the six stones imperfect in one of the 
sets it purchased, court proceedings were 
instituted. After the operators of the 
business were found guilty by a jury, 
they were placed on one year’s proba- 
tion and assessed $60 costs. 

At the present time the Bureau is en- 
deavoring to correct false statements 
used on radio programs and announces 
that it will continue to prosecute any 
other fraudulent advertising. 





WALLACE SALES PORTFOLIO 

A portfolio measuring 12 by 15 inches, 
outlining seven sales promotion plans for 
Fall presentation was issued last month 
by the R. Wallace & Sons Mfg. Co. The 
campaign will cover Wallace sterling sil- 
ver shod flatware, Luxor plate and Wal- 
lace Plate Al+- grade. The greatest em- 
phasis will be put on the silver shod pat- 
terns, the Wallace concern announcing 
that Ladies Home Journal, Woman's 
Home Companion and House Beautiful 
will be used in the campaign in October, 
November and December. In addition, 
this line will receive radio backing on 
the “Jean Abbey” daytime’ broadcasts 
sponsored by Woman’s Home Companion 
over 16 stations. Wallace is also offering 
to dealers for direct mail purposes, pat- 
tern folders and leaflets emphasizing the 
various combinations of services and 
chests available. Newspaper mats and 
display cards have also been prepared, 
and in addition the concern is presenting 
what has been termed a “Sales-A-Gram” 
service, a series of carefully planned and 
tried sales approaches. 





CORRIGAN SMILES AT HIS BULOVA 





Be 


For years the Bulova watch has been identified | 


with the world's outstanding airmen. 
famous names of Lindbergh, Gatty, Merrill is 
now added that of Corrigan—the most talked-of 
and read-about flyer in the world at the moment 
—a man whose every turn is front page news. 
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EXTRA VALUE 
SPECIAL 



















ONE 


iOK. ROLLED 
GOLO PLATE 


Vic TORY. 


KEYST 





SPECIAL NO. J10—10/0 size, 
Elgin or Waltham Men’s 
Watch in 10K yellow rolled 
gold plate case, stainless steel 
back, curved to fit the wrist, 
complete with leather strap— 


7-jewel, reduced from $7.50 to $6.00 
15-jewel, reduced from $9.50 to $7.50 


Send for our new 1938 24-page cata- 
log and also our latest bulletin 
illustrating hundreds of exceptional 
values in high grade reconditioned, 
guaranteed watches. 


Weksler & Goodman, Ine. 


Distributors of Keystone, Star, Belove, 
Master and 1.D. Watchcases 


5 South Wabash Avenue 
Chicago, IIl. 








Don't 
Buy Aduertising! 


... til you see the new WIESEN- 
HART direct advertising for An- 
niversaries, for Fall, for Christmas, 
1939. Nothing as good has 
ever been shown before. Visit 
our booth at the N.A.C.J. Con- 
vention, Chicago, September 11-15. 


for 





Mail the cotipon for free samples. 


WIESEN-HART, 
Cincinnati, Ohio. 


Send us all available 


produced. 


samples as 


NAME 





ADDRESS 

















A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 
The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 239 W. 39th St. 
Philadelphia, Pa. New York, N.Y. 
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Years 


Old! 


Yes, the Jewelers Own Com- 
pany is now 25 years old. 25 
ears of Safety-Service-Sav- 
ings to thousands of jewelers 
throughout the United States. 
Starting from scratch, this 
company now with assets of 
over $270,000.00 ranks among 
the strongest fire insurance 
companies of the United 
States in amount of assets to 
liabilities. 
Help us celebrate our Silver 
Anniversary—take at least a 
portion of your fire and wind- 
storm insurance with this com- 


pany. 
fA Oo fe «& 


i 
EWELER 
MUTUAL 


FIRE INSURANCE COMPANY 


JEWELERS INSURANCE BUILDING 
Nn ee ee DO 

















One of the Few Famous Hotels in America 
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REFERRED... through 
three generations by world 
travelers and those alert in 
the social and commercial 
life of the city. 


Rates begin at $3.85 


BELLEVUE 
STRATFORD 


In the Heart of Philadelphia 
CLAUDE H. BENNETT, Gen. Mgr. 
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An Outdoor Jeweler 





It might be imagined that Taxco, Mex- 
ico, in the heart of a silver and gold- 
mining territory, would have its share 
of jewelry stores. 

Taxco’s leading jeweler, however, has 
his bench in the street and he plies his 
al fresco trade over cobblestones. Alarm 
clocks and watches are an important 
item there, and he displays them hung 
from two bars over his combination work 
bench, show window and display case. 

Between 10,000 and 15,000 persons live 
in Taxco, depending directly or indirectly 
upon the mining industry. Silver is pro- 
duced chiefly, with gold as a by-product. 
The town is in the Sierra Madre del Sur 
mountains, 18 degrees north of the equa- 
tor. 


GEM COURSE AT SMITH COLLEGE 


Northampton, Mass.—While some stu- 
dents in women’s colleges are learning 
how to manage a household, a group of 
students at Smith College are following 
another feminine interest by taking up 
the study of gems and precious stones. 

Two courses are offered by the depart- 
ment of geology. One is described by the 
bulletin as a study of “the physical and 
chemical properties of the gem minerals 
and precious stones; their occurrence in 
mining, marketing, cutting, polishing; 
their history.” The other, a laboratory 
course, is provided for “the study and 
identification of gems and gem minerals 
by their physical properties; the differ- 
entiation among natural, synthetic and 
artificial gems; practice in cutting and 
polishing semi-precious stones.” Both are 
unusual in the curriculum of women’s 
colleges, and yet are well suited for study 
in such places. 





ACTIVE AT 80 


Jacob DeYoung of J. & S. 
Boston, Mass., recently celebrated his 
80th birthday. Mr. DeYoung is= still 
“hale and hearty” and actively at work, 
going to his office each day and making 
his daily rounds of the trade. He was 
born in Boston and enjoyed his first pil- 
grimage in 55 years last February when 
he went to New York to attend the an- 
nual banquet of the Jewelers 24-Karat 
Club of New York. 


DeYoung, 





BENEDICT NAMES DAMON 


F. H. Damon is now assistant sales- 
manager of the Benedict Mfg. Co., East 
Syracuse, N. Y., succeeding A. G. Hal- 
dane. 
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37 MAIDEN LANE 
NEW YORK, N. Y. 


BUY DIRECT FROM IMPORTER 
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FINISHED BALANCE: STAFFS 
for Swiss Watches. Also imitation 
Staffs, for Elgin, Waltham and 
other American Watches, 3000 gross 
in stock, over 250 different sizes, 
models and lignes. Also STEMS 
for Swiss Watches. 
Per dozen (not less of one ligne, size)........ 
Staffs, per gross (rot less of one ligne, size).. 
ASSORTMENTS of Balance Staffs or Stems for 
A.S. or BULOVA or GRUEN Watches, from 
Baguette to 10/2 ligne. Each assortment con- 
tains 12 different models. 
Ass’t of 3 doz., $1.00. Ass’t of 6 doz........ 
Balance Staffs for Swiss Watches, 24 separate 
models for BAGUETTE from 2/2 ligne to 4% 
ligne or from 2/2 Ligne BAGUETTE to 13 ligne 
Per assortment of 6 dozen................... 
CABINET of 144 dozen Balance Staffs, 144 
different kirds for Swiss Watches or for Swiss 
and American Watches, | dozen of each kind. 
Each size or medel in separate, celluloid, rust- 
proof bottles, fitting approximately 200 DIF- 
FERENT MOVEMENTS. 
From Baguette to 12, 16 size pocket watches. 
Per assortment of 144 dozen................. 36.00 
Same assortment, /2 dozen of each kind....... 20.00 
ASSORTMENT of STEMS containing 72 
models for Swiss Watches from Baguette to 13 
ligne, | dozen of each model, 6 gross complete.. 14.00 
ALL assortmerts, small and large, boxed in at- 
tractive cabinets, each size and model parti- 


2.00 


1.50 


2.00 


tioned, containing celluloid rust-proof bottles. 
SET BALANCE HOLE JEWELS for American 
watches, high grade quality, per dozen....... 75 
assorted from 4'/2 to 10/2 ligze, per gross 1.50 


, per gross........ 1.25 
° 2 separate sizes for 

Swiss Bracelet Watches, assortment of 6 doz... 2.50 
Per assortment of 6 dz., 24 different sizes.... 3.00 
ROLLER JEWELS for Swiss Bracelet Watches, 

12 different sizes in erystal bottles, per gross. 1.80 
PALLET JEWELS for Swiss Bracelet Watches, 
assortment of {2 different kinds, 6 sizes left and 
and 6 sizes right, in erystal bottles, 6 dozen. . 
Assortment of GOLD-FILLED CROWNS, 24 
separate sizes for Swiss and American Wrist 
Watches. Per assortment of 6 dz. 
Assortment of 3 dozen, 18 separate sizes...... 
CHROMIUM CROWNS, (00 popular sizes.... 1.00 
Shipped C.O.D. or against payment in advance. 

Postage charged. 


2.00 













ateokucing 
DOUBLE TESTED 


SILVER PLATE 


NATIONAL SILVER 


COMPANY SCORES AGAIN 
Two well-known chemists and metal- 
lographists, connected with two of New 


| York's leading independent laboratories, will 


make monthly tests of National Silver Com- 
pany’s flatware sold under the trade mark, 


“DouBLeE TESTED SILVER PLATE.” These in- 
dependent tests are to insure the main- 
tenance of high grade -plating stand- 
ards without any price increase 
to the dealer or consumer. 





NATIONAL SILVER 
COMPANY 


NEW YORK + CHICAGO + LOS ANGELES 











Copyright 1938, by National Silver Company 
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Dunkirk 


A POPULAR PRICED 
STERLING LINE 
OF QUALITY 


+ 
THANK YOU! 


for your interest 
in our Exhibit at 
KH. UN. KR. 3. A. 
Conuention 
Your continued 
patronage is 
greatly 
appreciated 
GOLD RECOVERY & 
REFINING CORPORATION 


53 W. 47th ST., NEW YORK CITY 














Gold & Silver Charms 


DOUBLE LUCK 


MARRIAGE 
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LEARNING 
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GLUTTON ENGAGEMNT 





Write for complete catalogue 


Simons Bros. Company 
269 S. 9th St. Philadelphia, Pa. 





Rotarian Jewelers Hold Symposium 
On Vital Trade Questions 


San Francisco. — Twenty Rotarian 
jewelers, including one from Hawaii, one 
from Japan and another from New Zea- 
land, participated in a symposium of the 
jewelry and watch division of the Rotary 
International, at its recent convention, 
here. 

With Dayton Boyson of Long Beach, 
Cal., as chairman, Arleigh R. Kerr, 
Compton, Cal., as secretary, and Prentiss 
A. Rowe as local host, the meeting was 
devoted to discussions on better employer- 
employee relations, vocational guidance, 
state and national associations, and the 
fostering of higher ethics in the trade. 

“The thoughts expressed here will be 
carried home to trade associations, re- 
sulting in better employer-employee rela- 
tionships, and the principles of thought 
will be carried to each member’s own 
Rotary club for the benefit of other 
trades,” said Mr. Kerr. 

Ikedo Kakichi, Tokyo, Japan; J. Or- 
ville Wander, Hilo, Hawaii, and Percy 
N. Denton, Wellington, New Zealand, 
participated in the two-hour conference. 
With the exception of Mr. Rowe all pres- 
ent were retailers. 





Ordinance to Regulate Sales in Indi- 
anapolis Offered by Better 
Business Bureau 


INDIANAPOLIS, IND.—The Indianapolis 
Better Business Bureau has prepared an 
ordinance, which if accepted by the City 
Council and Mayor, will serve to curb, if 
not end, the public deception quite gen- 
eral in closing out sales and the sales of 
distressed merchandise. The city’s gov- 
erning body is still holding the ordinance 
for legal considerations and while its 
passage is not certain, the Bureau feels it 
may have some possibilities before the 
State Legislature. 

The proposed ordinance defines the 
types of sales to be regulated and sets 
up the fees to be charged: for licenses 
which must be secured before such sales 
may be held. Violations are punishable 
by fines or imprisonment or both. 





EXPLORING INDUSTRY 








Standing before their college on wheels on the 
grounds of the Gorham Co., at Providence, R. I., 
are these six ambitious graduates of Yale, now 
junior executives of banking and insurance firms, 
who are traveling the East and Middle West 
visiting leading industrial and manufacturing 
plants. From left to right they are: B. Hollister, 
Jr., New York; J. Behr, New York; W. Childs, 
Highland Park, Ill.; K. H. Behr, Jr., New York; W. 
B. Terry, Bernardsville, N. J., and D. Sargent, 
Greenwich, Conn. The group has been absorbing 
a general picture of production methods, manu- 
facturing processes, sales methods and labor rela- 
tions. Mr. Hollister, spokesman for the day at 
the Gorham plant, said he was impressed with 
the personal and experienced attention given to 


| silver being manufactured on large scale. 
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The Spirit 


of Service 


is sincere and spontaneous 
at the Lexington. You'll find 
it a refreshing innovation 
in a large,modern hotel... 
801 comfortable rooms with 
tub and shower bath, and 
radio from $3.50. 


Visit the Famous 


Susi koom 


@ On your next trip to New York 
be sure to see Manhattan's most 
unique restaurant. An authentic 
Hawaiian setting, even to a trop- 
ical hurricane. {It has “taken the 
town by storm.” Dining and danc- 
ing nightly. 


HOTEL LEXINGTON, 


LEXINGTON AVENUE at 48th STREET 
NEW YORK, N. Y. 


Charles E. Rochester, Managing Director 
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NEW YORK: 


Henry Wellen, Inc., manufacturer of 
novelty jewelry, has moved from 20 W. 
Forty-seventh Street to 80 Nassau Street. 

Albert J. Hofmehl has been engaged by 
the Chase Watch Corp., 68 Nassau Street, 
to represent it in New York City and 
vicinity. 

The Bronx R.J.A. will hold its first 
fall meeting, Tuesday night, Sept. 13, at 
Hunts Point Palace, Southern Blvd. and 
163rd Street. 

Tappin’s, Inc., now at 783 Broad 
Street, Newark, N. J., will occupy a 
modern new store in the Huyler Bldg., 
at 861 Broad Street, on Oct. 1. 

Henry Coehler, formerly at 401 E. 
Eighty-sixth Street, on Aug. 1 took a new 
location at 220 Fifth Avenue, where he 
will deal in clocks and watches. 

M. W. Schiffman & Co., Inc., creators 
of “Purity” diamond rings, have moved 
their offices to larger quarters at 22 W. 
Forty-eighth Street. 

Richard “Dick” Blake is now represent- 
ing Harry C. Schick, Inc., Newark, N. J., 
in the eastern territory, making his head- 
quarters at the factory. 

Henry Michelson of H. & M. Michel- 
son, Inc., 20 W. Forty-seventh Street, 
left July 31, on an extended trip to the 
South and Southwest. 

Julius Kroll of Kroll Co., diamond im- 
porters at 580 Fifth Avenue, returned 
July 31 after a buying trip to the dia- 
mond markets of Antwerp and Amster- 
dam. 

Nat R. Hirschhorn, representing the 
Schein & Engel Co., watch importers, 170 
Broadway, is now calling on the trade 
in his territory and will be in Chicago 
during the NACJ convention. 

K. Burns & Son, one of Newark’s oldest 
jewelry firms, has leased for a long 
term of years, the store on the northeast 
corner of Broad and Market Streets. An 
unusually modernistic front and interior 
is planned. 

Ronald McQuire of McTeigue & Co., 
manufacturers of platinum jewelry, at 16 
E. Fifty-third Street, sailed Aug. 3 on 
the Queen Mary, for a six-weeks trip 
through Europe, visiting Paris and 
London. 





William F. McManus, president of 
Frederick Keim & Co., Inc., manufactur- 
ing jewelers, 26 W. Forty-fifth Street, ac- 
companied by his son, Warren, recently 
returned from Europe on the George 
Washington. 

The Jamaica store of the Finlay-Straus 
Jewelry Co. will be moved early this 
month from 165-17 Jamaica Avenue, into 
a completely new location at 166-13 
Jamaica Avenue. The same personnel 
will be in charge of the new store with 
Arthur Schmertz as manager. 

A. S. Hirshberg, president of the Fin- 
lay-Straus Jewelry Co. chain, who has 
been away from his desk since May when 
he underwent a major operation, has just 
returned, fully recovered after a pleasant 
summer in Maine and the North Shore 
of Massachusetts. 

Barnett Robinson of Robinson & 
Sverdlik, precious stone dealers at 608 
Fifth Avenue, left about the middle of 
August on his first business trip to the 
West Coast, where he is visiting all the 
large cities on the coast. He will return 
to the office late this month. 

Herman L. Lodde, Indianapolis, Ind., 
managing director of the Indiana R.J.A., 
visited local jewelry firms, the ANRJA 
and the offices of this journal, during a 
short auto vacation trip made with Mrs. 
Lodde. Having finished law school last 
spring, Mr. Lodde returns home to pre- 
pare for his bar examinations. 


Nathan Holzman, head of the Doric 
Watch Co., 15 Maiden Lane, will leave 
early this month on an extended trip 
through the South. Morris Berman, 
southern representative, with offices at 
601 Munsey Bldg., Baltimore, Md., is 
now covering Maryland, Virginia, West 
Virginia, and North and South Carolina. 

The Brooklyn R.J.A. will meet for the 
first time since the summer vacation, on 
Wednesday, Sept. 14, at the Johnson 
Bldg., 8 Nevins Street, Brooklyn. Sec- 
ond-hand watch law enforcement, mis- 
leading advertising and watchmaker 
licensing will be discussed. Refresh- 
ments will be served. 

Watchmaker licensing will be the sub- 
ject of discussion at the first fall meeting 





CHINESE GEMS CO. 


**JADE’’ 
“The Gem Of Ages”’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


INC. 


20 West 47th St. New York 








Diamonds 
and 
Diamond Mounted Jewelry 
WHITELAW BROTHERS 


Diamond Importers and Cutters 
48 West 48th St. New York City 














EACH PIECE A WORK OF ART 
G. WENZ 


48 West 48th St. New York City 
Antique Rings, Bracelets, Clip and 
Flower Broaches 
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And You Should Have Seen the Ones That Got Away! 
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Maybe some of the big ones did get away but anyone can see without looking twice that 
everybody's happy, and well they might be for there’s about 600 pounds of tuna shown 
here. Skipper “Len” Bleeker, of Wm. S. Hedges & Co., Inc., 20 W. 47th St., New York, 
was host to the lucky party, which fished off Brielle, N. J., on Aug. 4. Two of his friends 
in the trade who were his guests were Aaron Sverdlik (in white hat) of Robinson & Sverdlik, 
608 Fifth Ave., and Joe Klein (with the stogie) of Bernstein & Roskin, Inc., 21 W. 46th St. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1938 


139 


HOW A GEM WAS BORN 


Displaying the evolution of Gems from 
rough material to the finished jewels. 


STEPHEN VARNI CO. 
580 Fifth Ave. New York 

















Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 
S. NATHAN & C@O., Ine. 


71-73 Nassau Street, New Yerk 


Orders for Jobbing Stones and 
Work Carefully and Promptly Fit 








Coat of Arms Seals 


ENCRUSTER 


BRAUNFELD & MEHLMAN 
108 FULTON STREET 


Drilling NEW YORK, N. Y. Gem Cutting 




















SPECIAL CASH SALE 


Of the Famous 
Black Forest 


CUCKOO CLOCKS 


Hand-carved 
and fully guaranteed 


No. 92—Height 10 inches 
—5 leaves—cuckoos once 
every '% hour.......... $2.70 

No. 500—Same_ size — 
strikes full & half hours 4.80 

No. 103—Same size—same 








as above only with door & gong............. 6.30 
No. , . ae 12 inches—same as above with 

i Pr 6. cc. uebdhn ene es505 se 4ssoc508 7.65 
No. 50—Height 14 inches—same style with 

uk” ee cone eee 9.00 


No. — 18 inches—same style with door 


No. 215—-Height 18 inches—Deer head with 

ff rein senna” 12.00 
When ordering enclose money order or check, for 
others and Mantel-piece, Wall, and Grandfather 
Clocks, also movements, ask for special catalogue. 


FRANK KAUFFMANN, Importer 
1485 -3rd Ave. New York City 
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SELF-WINDING 
WATERPROOF WATCHES 
48 WEST 48TH ST. NEW YORK 
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CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 
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PRECIOUS STONES 
WILLIAM C. BOYAJIAN, Inc. 
IMPORTERS 
64 W. 48th St. New York City 





DIMIES 


STERLING 








STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-9 
BRENET WATCH CO. 
266 W.40th St.,New York 














of the Horological Society of New York, 
Tuesday, Sept. 6, at 150 W. Eighty-fifth 
Street. President J. L. Roehrich and 
Max J. Schwartz, who attended the re- 
cent gathering of New York watchmak- 
ers at Cooperstown, N. Y., will report 
on the findings of that conclave. 

Israel Leder who was sought by New 
York police for eight months after the 
smashing of the window of the F. Fer- 
rara & Son jewelry store, 127 Graham 
Avenue, Brooklyn, last Dec. 8, was ar- 
rested 15 minutes after he returned to 
the metropolis, Aug. 20. He is under in- 
dictment as one of the four men who 
fled with $12,000 to $15,000 in diamonds. 
He faces life imprisonment as a fourth 
offender. 

In order to avoid conflict with the din- 
ner of the Associated Credit Jewelers of 
New York and New Jersey, next spring, 
the executive board of the Retail Jewel- 
ers Association of Greater New York 
has moved up the date of its annual ban- 
quet and dance to March 5. This sec- 
ond joint affair of the Brooklyn, Bronx, 
Metropolitan and Long Island associa- 
tions will be held in the grand ballroom 
of Hotel Astor. 

Morris J. Bernstein, 54, of Bernstein & 
Roskin, Inc., manufacturing jewelers at 
21 W. Forty-sixth Street, died Tuesday, 
Aug. 9, at the Polyclinic Hospital, from 
pneumonia, after a five-weeks’ illness. A 
brother, Sam Bernstein, is connected with 
Boschwitz Bros., Inc., Brooklyn jewelers. 
His widow and three children survive. 
The deceased was a Mason, and his firm 
was a member of the Jewelry Crafts As- 
sociation. 

Isadore Hochberger, retired diamond 
importer, died Aug. 3 in his 75th year. 
He engaged in the diamond business from 
1898 until he retired in 1930 and was 
credited with being the first diamond 
importer to locate in the uptown jewelry 
center. His firm of I. Hochberger & 
Sons was successively at 32 Maiden Lane, 
180 Broadway and 10 W. Forty-seventh 
Street. Simon and Julius Hochberger, 
sons, survive. 

Harry Lynch, popular downtown sales 
representative, has succeeded to the man- 
agement of the New York office of the 
Hadley Co., manufacturers of watch at- 
tachments. Mr. Lynch, who has been 
with Hadley since 1928, was assistant 
to the late E. T. “Gene” Abbott, man- 
ager, but was in charge of the office dur- 
ing Mr. Abbott’s long illness. He is an 
active member of the Maiden Lane Out- 
ing Club. 

Clifton Linz of Linz Bros., Inc., re- 
tailers of Houston and Dallas, Tex., was 
visiting the trade here late last month, 
after his return from England where he 
and Mrs. Linz enjoyed a vacation. Mr. 
Linz reports that he found business con- 
ditions in England quite similar to those 
here. The recession was very definitely 
felt there he said. He will soon return 
to Texas after having been away from 
his desk since late June. 

Abelson’s, Inc., with offices at 855 
Broad Street, Newark, N. J., on Oct. 1 
will take new locations in Rochester, 
N. Y., and West New York, N. J. The 
Rochester store, known as Small’s, will 
be moved directly across Main Street 
to No. 28. Harry Benewick continues as 
manager. The credit jewelers are mov- 


ing their West New York store from 636 . 


Bergenline Avenue to 595 Bergenline, a 
completely new and larger store. Her- 
man Straightman is manager. 

The Pierce Watch Co., 22 W. Forty- 
eighth Street, has entered into a stipula- 
tion with the F.T.C., to cease represent- 
ing that the Pierce watch has been 
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LONGINES TEAM WINS LAURELS 





The Longines soft ball team, consid- 
ered by the Longines- Wittnauer Co., New 
York, to be one of its most successful and 
unusual mediums of advertising, recently 
won the division championship of Long 
Island. This aggregation is scheduled 
to play for the New York Metropolitan 
championship in the Fall. The manager 
of the team is considering a_ visiting 
schedule through some of the important 
centers in the East. 





adopted bv the Italian Fascist organiza- 
tions or that it is sponsored by or was 
developed for the Italian government. 
Other representations to be discontinued 
are that the respondent company’s watch, 
offered for sale at $19.75, embodies in it 
$125 worth of features, that the watch is 
scientifically accurate or a perfect time 
keeper, and will give a lifetime of service. 

fhe sympathy of the trade was ex- 
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tended to Louis Gurfein, diamond im- 
porter at 608 Fifth Avenue, and his 
family, in the loss of their wife and 
mother, Mrs. Rose Gurfein, who died 
July 29, at Long Beach, L. I., where she 
was spending a holiday. Mr. Gurfein 
was returning from Europe at the time. 
A son, Sidney B., and a daughter, Mrs. 
Estelle G. Klar, who are associated with 
their father in business, and another son, 
Murray I. Gurfein, assistant district at- 
torney of New York, also survive. 
Jacob Rothschild who is known to 
scores of jewelers as far west as Denver, 
Colo., recalls that it was 50 years ago this 
fall that he started in the trade as‘a boy 
of 17. His first employment was with 
Hirsh & Metzger at 7 Maiden Lane. He 
sold for a number of Maiden Lane firms 
until 1901 when he went into business on 
his own account. 
the way to Texas by horse and buggy, 
fording streams and jogging over unim- 
proved roads. Never once in all those 
years has he lost a single diamond to 
a robber. Insurance rates, he tells, were 
once only a slight fraction of those exist- 
ing today. Although he is taking life 
more leisurely, spending his summers 
with Mrs. Rothschild at Rockaway Beach, 


on Long Island, he still makes two trips | 





To all 


MANUFACTURING JEWELERS! 


You are invited to investigate 


The Maxwell System “Service” 


EXCLUSIVE MODELS ones 
PRECISION MOULDS — CHARMS. 
PERFECTION CASTING BRACELETS 


All Transactions Handled in Strict Confidence 


Maxwell System 
BRyant 9-5631. 
22 W. 48th St., NEW YORK CITY. 








Specializing Traveling and Boudeir Clocks 
Also complete Leather Case Service 


110 West 40th St. * New York 
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a year to Denver and back, to keep his 
contacts with many friends in the retail 
trade. 


LEVERIDGE “COUNTY FAIR” 


The Leveridge farm at Pompton 
Plains, N. J., was again the scene of 
an enjoyable party held August 27 by 
Theresa, Athos, Leo and Don Leveridge, 
all widely known in trade circles. This 
was the 24th annual “country fair” 
staged by the Leveridge family for their 
friends in and out of the trade and as 
usual the guests were treated to the 
unexpected and unusual in the way of 
entertainment and refreshments. 

Activities started at 4.30 P. M., and 
continued “far into the night.” This 
year there was a gypsy atmosphere about 
the entire affair, many of the guests 
appearing in gypsy garb. There was 
gypsy music and dancing and even a 
“fortune teller,’ to amuse the guests, as 
well as an almost endless program of 
games. In the evening the grounds 
were illuminated with hundreds of Jap- 
anese lanterns. During the afternoon 
and evening the guests enjoyed corn, to- 
matoes and other fresh vegetables 
brought in from the Leveridge farm. 
The A. D. Leveridge diamond firm is lo- 
cated at 607 Fifth Ave. 








KREMENTZ & CO. NAME TWO SALESMEN 

Newark, N. J.—Krementz & Co., manu- 
facturing jewelers, 49 Chestnut St., an: 
nounced last month that Van M. Feltus 
has joined their organization and in the 
future will cover the southwest territory 
left vacant by Joseph Tunstall, carrying 
the products of the concern’s rolled gold 
plated division. Mr. Feltus, the an- 
nouncement states, formerly served as 
sales manager of J. R. Wood & Sons ana 
more recently in the same capacity with 
B. F. Brogan Co. 

Walter M. Krementz, Jr., who has 
spent three years actually making jew- 
elry in the factory and serving in the 
service department of the Krementz con- 
cern, will regularly cover a portion of the 
territory in the north Atlantic area. He 
will carry products from the gold di- 
vision. 





GUICHARD WITH DORIC 


Ralph P. Guichard is the new southern 
representative of the Doric Watch Co., 
New York, with his headquarters at 208 
Chartres Street, New Orleans, La., from 
which place he will cover Louisiana, 
Florida, Mississippi and Alabama. 





PLATINUM GOES UP $3 


As the result of an increased de- 
mand by different branches of industry, 
the price of platinum went three dollars 


per ounce higher on Aug. 22. Prices 
prevailing om Aug. 26 were: 
WE anigadaxnewandae aad eead oa $39.00 
Containing 5% iridium ........ 40.50 
Containing 10% iridium ....... 42.00 
} OSS ee ene 70.00 
SU $6 hi o SGkE KOSS REE ERE SeS 


SILVER PRICES 


London New York 
Spot Official 


yO. eee ree eae re 19% 42% 
POE Widus whem es 19% 42% 
EEE s, cco eibausels 19% 42% 
PS Ba Knccaceudees 195/16 42% 





The 1939 convention of the Texas 
R.J.A. will be held in Dallas, the execu- 
tive committee announced after a meet- 
ing held July 28, at the Hotel Adolphus 
in Dallas. The conclave is scheduled for 
the second week of April. R. D. Arm- 
strong of Waco, president, presided. 
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MAINSPRINGS 
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for millions of watches in America 
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Our Total Production Is Reserved 
For American Horologists 
Get acquainted with Sandsteel Main- 
springs! You will like them when you 
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American and Swiss watches. Uniform 
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Patented. Made in U.S.A. by 
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MAINSPRING CO., INC. 


145 Hudson St. New York City 
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New York, WN. Y. 
THEODORE MERKT 


Smelter and Refiner of 
all precious Metals 
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64 Fulton St. New York, N. Y. 
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Hand Made 


MARCASITE PINS 


Genuine French Marcasite 
Set in Sterling Silver 





FRENCH JEWELRY CO. 


Manufacturing Jewelers 


137 S. 8th St. Philadelphia, Pa. 


Send for Illustrations 
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LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
“Wholesale Distributors tothe Trade” 














ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 


MT. VERNON—Amer. Watches 
Repair Dept. Supplies 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 42 years) 
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HAND-MADE 
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F.X. ZIRNKILTON  2!4,8,,!27H.8T. 
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MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 











BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘‘Your Future and Our School.” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 

















PHILADELPHIA: 


Samuel Z. Korff has discontinued his 
place of business at 122 S. Eighth Street, 
and will move to New York. 

Michael Orloff of the House of Milner, 
728 Sansom Street, is away on a three- 
week trip through Pennsylvania. 


Mr. and Mrs. Ralph Huberman, 109 | 


S. Eleventh Street, spent several weeks 
at Racquet Lake, in New York State. 


ing Zieger, No. 802; Manny Hoffman 
No. 804, and David Gottlieb, No. 719, 

The Sansom Street Young Men’s Busi- 
ness Association will resume monthly 
meetings Sept. 22, with a business session 
at the Benjamin Franklin Hotel at which 
the nomination and election of officers 
to serve for the third year of the asso- 


| ciation’s existence will be made. The 


Joseph S. Milner, of the House of | 
Milner, 728 Sansom Street, returned in | 


August from a vacation stay at Atlantic 
City. 


John Smith of H. O. Hurlburt & Sons, | 


817 Chestnut Street, and family spent a 
vacation period at Atlantic City and 
Summit Hill, Pa. 

The engagement of Charles D. Engel- 
bach, jeweler, 721 Sansom Street, to 
Perle Dogole, also of Philadelphia, was 
announced Aug. 15. 


The shop of Carl Detler, silversmith, | 


833 Arch Street, was slightiy damaged by 


fire, Aug. 5. The blaze started in a | 


storeroom and was confined tue.e. 
Sylvia Levin, of the J. M. Rabinowitz 

firm, 721 Sansom Street, was married 

Aug. 14 to Harold Cantor. They spent 


their honeymoon at New Jersey coastal | 


resorts. 


A four-month tour of Europe was | 


completed late in August by Morris and 
Phillip Kimmel, 721 Sansom Street. They 


traveled through France and the middle | 


European countries. 

Sansom Street anglers report success- 
ful catches on Jersey coast fishing trips. 
Among them are William Blum of No. 
721, Herman Blum of No. 717, and Frank 
Himmelfarb of No. 719. 

Harry Ross, Arthur H. Green and Al- 
bert Herring of the Hollander & Fleish- 
man Co., Eleventh and Chestnut Streets, 
joined the summer exodus from Philadel- 
phia to mountain and shore resorts. 

A leisurely motor trip through New 
York and New England with particular 
attention to the Cape Cod and Nantucket 
regions, was made late in July by E. R. 
Kranich, 817 Chestnut Street, and his 
wife. 

John Matz of Matz & Co., 107 S. Eighth 
Street, has recovered from an illness of 
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several months and is back in the shop | 


again. The firm announces that Dr. 


Samuel Matz, optician, will have offices , 


in its quarters. 

Joseph B. Marged, 725 Sansom Street, 
for nearly 25 years a manufacturing 
jeweler on Sansom Street, died July 15. 


One surviving son, Albert, also is a | 


jeweler, a member of the Kornfeld & 
Marged firm at 719 Sansom. 

One of Philadelphia’s principal collec- 
tors of fine and unusual gems, Alexander 
van Straaten of Mayfair House, reported 
the disappearance of some $10,000 worth 


of jewels from a locked trunk in a hotel | 
room at Ocean Bluff, Mass., early in | 


August. 

Several jewelers, with offices in the 
building at 721 Sansom Street, report en- 
joyable vacations. Jack Spiegelman, of 
Spiegelman Bros., took a trip to the 
mountains of New York State. David 
Prell left late in August for a stay on the 
Jersey coast. 

A party of younger jewelers on Sansom 
Street took a joint vacation trip to Camp 
Tamiment, Pa. In the group were Her- 
man Kornfeld, No. 719; Michael Orloff, 
No. 728; Armand Jacoby, No. 712; Irv- 
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BYARD F. BROGAN 


“Sansom Street Times,’ edited by 
Michae! Orloff, will make its first fall 
appearance Sept. 15 after the summer 
layoff. 

The retail trade of Philadelphia can 
take heart from the report of the ambi- 
tious survey of business made among one 
of every one hundred families in the 
Quaker City by the Land Title Bank & 
Trust Co. It shows that private industry 
here is employing more people than in 
1936 and 53 per cent of the business and 
financial houses and manufacturing 
plants employ as many, or more, people 
today than they did a year ago. 





'T 
D 0 N buy any watches, 


cases, tools or materials until you’ve 
seen the startling values in Central’s 
newest 24 page catalog. . . . Write 
for it today. 


CENTRAL WATCH MATERIALS 
& SUPPLY COMPANY, INC. 


134 S. 8th St., Philadelphia, Penna. 








aan 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street - . Philadelphia 











NATIONAL WATCH REPAIRING 
COMPANY 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U.S. 


Send for Special Price List 
727 SANSOM ST., PHILADELPHIA, PA. 











Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


~) Broad and Somerset Streets 
‘4 PHILADELPHIA, PA. 




















EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


COLD — SILVER — PLATINUM 


713 SANSOM ST. PHILADELPHIA 
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Fire caused considerable damage to 
the lacquer room of the Robbins Co.'s 
jewelry plant in Attleboro, on Saturday, 
July 23. 

The funeral of Edward I. Mulchahey, 
secretary of the Earl R. Mulchahey Co., 
engine turners, was held July 23. Mr. 
Mulchahey was one of the oldest Masons 
in Rhode Island. 

Nils G. Berkander, proprietor of the 
electro-plating company bearing his name, 
died July 30 after a short illness. He had 
been in the electro-plating business for 
the past 25 years. 

The Emerson Jewelry Mfg. Co. has 
been incorporated in Providence with a 
capital stock of 500 shares of no par 
value. Incorporators are Joseph E. Skoog, 
Samuel Workman and Louis Mollo. 

W. A. H. Wells, of the Wells Findings 
Corp., has returned from an_ extended 
visit to the British Isles. Mr. Wells made 
several short tours of England, Scotland 
and Northern Wales during his stay 
abroad. 

Richard H. Whitehead, president and 
general manager of the New Haven 
Clock Co., recently announced that the 
company had rehired a large number of 
persons following an increase in the com- 
pany’s business. 

John H. Goss has been elected presi- 
dent and general manager of the Scovill 
Mfg. Co., Waterbury, Conn., to succeed 
the late Edward O. Goss. John Goss has 
retired as superintendent and the post 
has not yet been filled. 

William Nerney, former head of the 
William Nerney Co., Attleboro silver- 
ware manufacturers, died July 24 at the 
home of his son after a brief illness. Mr. 
Nerney learned the jewelry trade with 
the firm of Hayward & Briggs. 

Many jewelry plants in Providence and 
Attleboro suspended operations at noon 
on Aug. 16 when the mercury climbed 
to 95. In some cases employees were given 
the option of working or going home. 
Many elected to contin work. 

John E. Sherman, who retired from the 
jewelry manufacturing business 25 years 
ago, died recently at the home of his son, 
Oscar T. Sherman, Providence. Mr. 
Sherman was the founder of the Attle- 
boro Chain Co., and was in his 89th 
year at the time of his death. 

Payrolls in the Rhode Island jewelry 
manufacturing industry showed losses 
during July when compared with the 
totals in the preceding month and the like 
period of 1937. Payrolls aggregated $813,- 
988, a decline of 9.9 per cent from the 
June level and 13.4 per cent under that 
of a year ago. 

Harold R. Emmons, secretary and as- 
sistant treasurer of the Manchester Silver 
Co., died Aug. 19 in his 56th year. Born 
in Bristol, Conn., Mr. Emmons had been 
associated with the silver company for 
the past 16 years. Surviving him are his 
widow, a daughter, a stepmother, a 
brother and four sisters. 

Safe-crackers were frightened away 
from the plant of the M.R.T. Jewelry 
Co., recently, when a burglar alarm was 
touched off. The thieves were at work 
on the company’s safe and not only did 
they fail in their attempted theft but left 
a complete new set of burglars tools in 
their haste to get away. 

Employment in the manufacturing jew- 
elry industry of Rhode Island rose 6.2 
per cent during the month of July, ac- 
cording to reports filed by 27 representa- 
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PROVIDENCE: 


tive concerns in the industry. 


Employ- 
ment totaled 4732 persons a loss of 12.4 | 


per cent from the level in effect during | 


the month of July, 1937. 
Water entered the plant of Watson 


Company and other buildings situated on | 


Mechanic Street, Attleboro, during the 
flood period at the close of July. The 
Balfour Company employed special pumps 
to remove water but was forced to call 
on company employees to assist in the 
work and to remove stock to higher levels. 

The Speidel Corp. has entered into a 
new collective bargaining agreement with 
its employees other than tool makers. The 
new contract, substantially the same as 
last year’s, carries no reduction in wages 
and will be operative for a period of six 
months. The employees were represented 
in the negotiations by the Jewelry Work- 
ers’ Union. 

More than 600 persons attended the 
10th annual outing of the Cohn & Rosen- 
berger Co., July 23. Inclement weather 
led to the substitution of indvor games 
for those originally scheduled to be held 
outside. Carl Rosenberger, president, and 
Gerald Rosenberger, general manager of 
the company, were present for the dinner, 
entertainment and dancing. 

The R. F. Simmons Co., which five 
years ago added a leather goods depart- 
ment to its widely known jewelry line, 
was compelled recently, because of the 
continuous growth of this newest en- 
deavor, to take over additional space at 
its present location, 191 N. Main St. 
Attleboro. Last month the belt division 
moved to quarters on the third floor for- 
merly occupied by Bliss Bros. 

The New England Manufacturing 
Jewelers’ and Silversmiths’ Association, 
in a recent letter to its members, urges 
that manufacturers be alert to the possi- 
bilities offered in the 
courses of the Rhode Island School 
Design. The courses, held in the evening, 
offer the professional and scientific side 
of electro-plating, at a moderate fee. The 
manufacturers are urged to call the at- 
tention of any likely employees to the 
courses offered. The too!making, hub and 
die cutting classes are completely filled, 
with substantial waiting lists, the Asso- 
ciation reports. 


Hayward H. Sweet Named to Attle- 
boro Board of Fire Engineers 


ATTLEBORO, Mass.—Hayward H. Sweet 
of R. F. Simmons Co., this city and son 
of Harold E. Sweet, has been appointed 
to the Attleboro Board of Fire Engineers. 
The appointment was made last month 
by Mayor Brown. The naming of Mr. 
Sweet to fill the unexpired term of As- 


sistant Chief Leonard Gould won ithe 
immediate confirmation of the city 
council. 


Mr. Sweet is vice-president of Box 9 
Club and since early youth has been 
keenly interested in fire department af- 
fairs. 


INTERNATIONAL GETS NAVY ORDER 


WasHINGTON, D. C.—The Walsh- 
Healey Government Contracts Board, the 
agency which specifies minimum labor 
standards in order to qualify for Gov- 
ernment contracts, reports that the In- 
ternational Silver Co., has been awarded 
a $12,088.07 contract to supply the Navy 
Department w:°th silver-plated ware. 
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— OK 
HGR Oxy-Gas Torches 





A TORCH FOR EVERY PURPOSE 


"71" Jewel—for fine soldering 
"74''—for soldering and small melts 
"55""—for melts from | dwt. to 15 oz. 
of platinum 
"Senior'—for melts up to 100 oz. of 
platinum 
Folder J78 gives further details 


122 FIFTH AVENUE 


HOKE, INC. NEW YORK, N. Y. 














Weidlich & 


Se vet 
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HOLLOW- WARE 





MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


four-Year Day Course 
Fer further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 





‘wocue 
/ 


. 


ANCHESTER 


SILVER COMPANY 





REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 
A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 














250 Sterling Charms in Illustrated Catalog on request 
WELLS MFG. CO., ATTLEBORO, MASS. 
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O MAKE 


1938-39 
ALL AMERICAN! 





ELGIN 
HAMILTON 
WALTHAM 


TEAM-UP with these great 


names in the American Watch 
Industry. 


NEW STYLES 
REVISED PRICES 
INCREASED 
MARK-UP 











PLWELRY 12° JEWEL, 
BALTIMORE, MD. 











EASTON WATCHES 


ELGIN WATCHES. 


U. S. JEWELRY CO. 


EVERY RETAIL JEWELER 


SHOULD KNOW 
THAT WE CARRY A FULL LINE OF 


DIAMONDS 
JEWELRY 
RONSON PRODUCTS 
NICHOLL VELVET SHAVER 
SILEX COFFEE MAKERS 
WESTCLOX 
INGERSOLLS 


AND OTHER NATIONALLY KNOWN 
PRODUCTS 





WHOLESALE JEWELERS 
BALTIMORE & LIBERTY STS. 


BALTIMORE, MD. 





KAPLAN ENGR. & MFG. CO. | 


MFG. JEWELERS DIAMOND SETTERS 


FOR PROMPT, EFFICIENT SERVICE 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 





ENGRAVERS 





Hollowware at Better Prices. Repro- 
ductions As You Want Them. Plating 
As it Should Be Done. 


423 E. Lombard St. 





SCHULTZ STERLING 


offers 





A. G. SCHULTZ COMPANY 


Baltimore, Md. 











BALTIMORE 


The Cunningham Jewelry Co. with two 
stores in Miami, Fla., opened a Ft. Lau- 
derdale, Fla., store at 303 S. Andrews 
Ave., Sept. 1. 

A new jewelry store under construc- 
tion in North Kannapolis, N. C., as part 
of a $500,000 new building and mod- 
ernization campaign now under way, is 
the Jewel Shoppe. 

M. L. “Mush” Fein, who was connected 
for ten years, the last three as manager, 
with the Mears Jewelry Co. store, Greens- 
boro, N. C., has started the Mush Fein 
Tewelry Co., at 313 S. Elm St. 

The Kay Jewelry Co. has been char- 
tered at Greensboro, N. C., to do both 
a wholesale and a retail jewelry business. 
Directors are L. D. Whittington, W. C. 
Hart and Norman Black, all of Greens- 
boro. 

Silvester McCabe, South Pittsburgh, 
Tenn., afier more than 50 years at the 
bench as a watchmaker and jewelry re- 
pairer, paused long enough recently to 
enjoy a special birthday dinner on the 
occasion of his 73rd birthday. 

Burchett’s, Inc., has been chartered here 
to do a general jewelry business at Bur- 
lington, N. C. The firm will have an 
authorized capital stock amounting io 
$100,000. Directors are M. B. Burchett, 
W. E. Burchett and B. J. Jones, all of 
Burlington. 

Plans for enlargement of the Glenn 
Jewelry Co. store at 114 W. Market 
Street, Greensboro, N. C., have been an- 
nounced. The store is to be enlarged 
and a complete, modern service depart- 
ment added. The name of the firm has 
also been changed to Glenn & Jones, Inc. 

Myron Everts, Dallas, Tex. retailer, 
accompanied by Mrs. Everts, left home 
Aug. 12 on a three-weeks visit to St. 
Louis, Cincinnati and New York. After 
attending the gift show and ANRJA con- 
vention, they will stop in Cincinnati to 
visit the Gruen Watch factory. 

L. D. Marshall, Lewisburg, Tenn., 
jeweler, during the modernization of his 
store carried a sign in the window which 
read: “We believe in better homes and 
better business houses. We are putting 
in a new front and remodeling the in- 
terior and this will enable us to render 
you better service.” 





Holzman’s, one of Atlanta, Ga.’s, old. 
est jewelry stores, founded in 1897 by A, 
Holzman, is preparing a new, larger es- 
tablishment directly across the street from 
the firm’s present home at 32 Broad §¢. 
S. W., which is scheduled for opening in 
October. The new store will contain 
many interesting innovations gathered 
and developed by L. B. Holzman, the 
managing director, on a tour of the coun- 
try last year. The present staff will be 
augmented to 22 employees. 

At a meeting held at the Hotel Demp- 
sey, Macon, Ga., Monday, July 18, R. H. 
Matthews of the Matthews Jewelry Co., 
was elected president of the Macon Jewel- 
ers’ Guild for the coming year. Frank 
Regero of Regero and Regero, was 
elected vice-president, and Robert Quil- 
lan of Kernaghan-Goodman, Inc., was 
elected secretary and treasurer. All 
Macon firms were represented at the 
meeting. It was also decided at the meet- 
ing to reduce the charge on returned 
wedding gifts from ten per cent to five 
per cent. 

The legislative committee of the Horo- 
logical Association of Virginia has 
drafted a proposed horology law, which 
has won much support from Virginia 
watchmakers and jewelers, it was re- 
ported at the monthly supper meeting, 
Aug. 3, at Norfolk, Va. Joseph A. Beil, 
Norfolk, vice-president, gave a lecture on 
“Origin of Time.” New members en- 
rolled were: M. F. McElrath, Blacks- 
burg; Robert L. Barclay, Robert W. 
Page, Newport News, and George C. 
Sears, Jr.,. David H. Anderson and H.-C. 
Barkers, Norfolk, Va. 





Louisville Pottery Co. Restrained 


Under an order entered by the Federal 
Trade Commission, the Louisville Pottery 
Co., 228 E. Bloom St., Louisville, Ky., is 
prohibited from representing in price lists, 
catalogs or in any other manner that the 
pottery wares it sells are Indian products, 
or that Indians are in any way connected 
with the manufacture thereof, or that the 
respondent company’s products are Cher- 
okee pottery or Cherokee hand pottery. 





“N’th Degree” Billboards Help Brackin’s Store in Birmingham 





BIRMINGHAM, ALA.—Brackin’s, credit 
jewelers of this city, have for many 
years utilized road signs and billboards 
as a means of advertising, with the re- 
sult that the concern’s slogan, “Meet 
Brackin, Wear Diamonds,” has become 
a familiar one in and around Birming- 
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ham. Herewith is shown one of a more 
or less spectacular nature erected in co- 
operation with the Tarrant (Ala.) Com- 
mercial Club. Stretched across one of 
the principal highways it can be seen for 
some distance by autoists and pedestrians 
alike. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1938 














and the SOUTH: 


RETAIL JEWELRY SALES MAP FOR AUGUST 1, 1938 


| KANSAS \MO 
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By NON-REPORTING STATES 
[-] INSUFFICIENT DATA 





Map shows jewelry store sales by states, during July, 1938, compared with July, 1937. 
Eight hundred and thirty-six stores in 27 states, supplying data to the Current Statistical 
Service of the Bureau of Foreign and Domestic Commerce, had combined sales of $2,- 


106,600, a decline of 19.0 per cent from July, 1937, and a decline of 19.1 per cent from 


June, 1938. 


Two hundred and twenty-four stores showed an increase in sales over 


July, 1937 and 597 showed a decrease while 15 had a change of less than 1 per cent. 
The statistical service is now operating in Florida and Pennsylvania, from which first 
returns are shown in this month’s map. 


Nashville, Tenn., Watchmakers Pick 
Ralph L. Langreck for President 


NASHVILLE, TENN.—Ralph F. Langreck 
was elected, Aug. 2, as president of Guild 
1, Tennessee Watchmakers’ and Jewelers’ 
Association, to succeed Earl W. Kidd. 
Other officers chosen are: Vice-president 
James A. Young, and secretary-treasurer, 
Dee Osborne, with the following elected 
directors, John B. Varalle, Earl W. Kidd, 
L. M. Osborne and E. H. Glenn 

The draft of a State licensing law was 
presented, discussed and then tabled until 
the next meeting. The association plans 
to have this ready for the next session 
of the legislature in January. 


Following the meeting the members 
joined with the ladies’ auxiliary in a 
social hour at the home of Mrs. J. E. 
Coleman. 





AMENT HEADS KENTUCKY R.].A. 


Nolte C. Ament, Louisville, Ky., was 
elected president of the Kentucky R.J.A. 
instead of James Aylward, of Bucyrus, 
O., as this journal erroneously reported in 
an account of the Kentucky-Indiana-Ohio 
R.J.A. joint convention in the last issue. 
Mr. Aylward was elected treasurer of 
the Ohio R.J.A. 

The officers elected by these associa- 
tions are: Kentucky, Mr. Ament, presi- 
dent; John Selbert, Frankfort, vice-presi- 
dent; and Percy B. Stith, Louisville, sec- 
retary-treasurer; Ohio, Henry Von 
Unruh, Cincinnati, president; Raymond 
Hay, Coshocton, vice-president; Clifford 
Simper, Cincinnati, secretary and Mr. 
Aylward, treasurer. 





BEWARE OF THIS MAN 


JACKSONVILLE, FLA—Manufacturers and 
jobbers are warned to be on the alert for 
a man soliciting small amounts of money 
on the pretext that he is a representative 
of the Duval Jewelry Co., or Jenkins 
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Jewelry Co., of this place, and is short of 
cash because his expense check has been 
delayed. He managed in this way to se- 
cure five dollars each from two jewelry 
firms in Chicago and Detroit. This man 
is believed to be a former member of the 
police force of this city. 





KNOXVILLE WATCHMAKERS PICNIC 


KNOXVILLE, TENN.—Guild 3 of the 
Tennessee Watchmakers’ and Jewelers’ 
Association, Inc., recently elected R. E. 
Lucas, president, to succeed H. J. Wilson. 
J. N. Tindell was named vice-president 
while C. G. Clements was chosen secre- 
tary-treasurer to succeed A. D. Jenkins, 
who had served in this capacity for five 
years. Those named directors are: C. H. 
Jones, W. Otto DeMarcus, C. E. Bowman 
and R. M. Patton. B. A. Ruwe was 
elected a state director. 





JUNE IMPORTS 


Article Number Value 
Watches and watch move- 

MME owen duacncenn 146,280 $384,844 
WHOM OONUE 6 cckcccedccn. —ceneea 48,165 
Clocks and clock movements 1,416 3,896 
Diamonds— 

ae 2,070 159,196 

Cee QE kc icxwkdivins 18,591 893,953 
Pearls and parts, unstrung, unset— 

eer er Tee Tees ‘ 14,148 

Cultured or Cultivated . 14,674 
Other precious and semi- 

precious stones— 
Rough, Useut ..-cececs 11,131 
eee ee 148,794 





The W. M. House Jewelry & Music 
Store, 13 Clarksville St., Paris, Tex., 
celebrated its 12th anniversary last month, 
the occasion being marked by the appear- 
ance of a three-column, page length ad- 
‘vertisement in which was shown photo- 
graphs of the House store, the proprietor 
and assistants. A drive for 500 new 
customers was launched simultaneously. 
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The Baltimore Rose is 
a true rose design, not 
in name only. Com- 
pare weights, sizes and 
prices. 


We make odd pieces 
and special work 
made to order. 







The 
SCHOFIELD 
COMPANY 


Silversmiths 
Established 
1871 


331 Charles St. 
BALTIMORE 
MARYLAND 












104-106 WEST 

FAYETTE STREET 
BALTIMORE, MD. 

“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 


ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
Ad JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 
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BOSTON: 


All salesmen of I. Alberts’ Sons, Inc., 
wholesale jewelers, 373 Washington 
Street are now in the field. 

John Polito, Bridgeport, Conn., jeweler, 
has moved to new quarters at 727 E. 
Main Street. 

George H. Gutteridge, Maynard, Mass., 
jeweler, and his son, were recent visitors 
of Hub wholesalers. 

Robert Abbott, manager of the Wood- 
Abbot Co., Inc., Lowell, Mass., examined 
the fall line of wholesalers, here. 


Wilson Bros. Co., jewelers for 50 years, 


on Tremont Row, Scolley Square, have 
moved to 31 Tremont Street. 

The Wyoming Jewelry Co. is a new 
firm to open at 448 Main Street, Melrose, 
Mass., in the store formerly occupied by 
William Mendelson. 

George Brannon, for several years lo- 
cated at 8 Winter Street, has moved his 
business to the jewelers’ building, 373 
Washington Street. 

W. J. Smith, jeweler, 373 Washington 

Street, and Mrs. Smith, have returned 
from touring the White Mountains up to 
the Canadian border. 
_ C. A. Douglas of Holmberg & Douglas, 
jewelers, 1332 Beacon Street, Brookline, 
Mass., spent two weeks rusticating at 
Temple, N. H. 

Harold Weston, formerly with the Kay 
Jewelry Co., will open a new jewelry 
store at 353 Moody St., Waltham, to be 
known as H. E. Weston Jewelry Co. 

Sam Ross, salesman with I. Alberts & 


Sons, Inc., 373 Washington Street, is back | department has been added. 





WATCHES. 
DIAMONDS . . . 
JEWELRY ... . 
SILVERWARE. . . 
CLOCKS . 





ELECTRICAL GOODS 


DRESSER WARE. . 


I. ALBERTS SONS INC. 
The House of Service 
373 Washington St., Boston, Mass. 


at work after his vacation at Island Pond, 
N. H. 

The jewelry and gift shop of Roland 
Crouse, Concord, Mass., has been pur- 
chased by W. E. Sutherland, who will 
continue in the present location. 

John Hall, New York, office manager 
of the Hamilton Watch Co., called on 
the New England distributers, early in 
the month. 

Ernest Forsburg, jeweler, Wellesley, 
accompanied by Mrs. Forsburg, have 
been touring Maine, New Hampshire and 
Vermont. 

Arthur Smith, jeweler, Woburn, has 
been spending his week-ends during July 
and August, renovating his summer home 
at Kezar Falls, Me. 

J. R. Palmer, jeweler, 79 Pleasant 
Street, Revere, and his brother spent 
three weeks fishing the trout streams of 
northern Maine and New Brunswick. 

Erving I. Pendleton, Natick, Mass., 
jeweler, accompanied by Mrs. Pendleton, 
will spend two weeks motoring through 
Nova Scotia and New Brunswick. 

Joseph Emanuels, watchmaker at 387 
Washington Street, a familiar figure at 
all trade functions, who has been at the 
bench for 50 years, is now taking a well- 
earned rest. 

K. E. Orstedt, jeweler at 55 Bromfield 
Street, where he has occupied a limited 
space, has taken over the entire floor, 
more than doubling his floor area. A gift 






















Elgin—Hamilton—Waltham 
Loose and Mounted 
Broad selection 


1847 Rogers Bros.—Community 


Seth Thomas — Westclox — Tele- 
chron—New Haven—Sessions 


Toastmaster — General 
Electric Appliances — 
Shavemaster — Mix- 
master 
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Douglas Corrigan on his visit to Boston 
was presented by Mayor Tobin with 4 
pocket watch, a gift from the citizens 
and an eight-day model clock for the in. 
strument panel of his plane. 

Clifton B. Lund, jeweler at 222 Claren- 
don Street, and Mrs. Lund, are spending 
their vacation at Falmouth, Cape Cog. 
Clarence B. Lund is in charge in his 
father’s absence. 

Gilbert Hubert, Torrington, Conn. 
jeweler, and Mrs. Hubert, returning from 
a motor trip through Maine and New 
Hampshire, spent several hours Visiting 
the wholesale trade here recently. 

J. J. Lynch, watchmaker, spent an ep- 
joyable vacation at Brant Rock, where he 
was a guest of Sam Barber of S. Barber 
& Sons, jewelers at 387 Washington 
Street. 

Charles H. Housman of Housman 
Leather Craft, 85 Essex Street, cracked 
his knee-cap in a fall when his cloth- 
ing became entangled with the fly-wheel 
of the motor on his motorboat. 

Gus Sweetland of C. W. Sweetland & 
Son, Inc., wholesale silverware, 373 
Washington Street, and family, are 
spending their vacation at their summer 
home in Friendship, Me. 

William H. Hannan, manager of the 
watch department of the Smith-Patter- 
son Co., 52 Summer Street, has been vaca- 
tioning with Mrs. Hannan at Manchester, 
Vt. 

Elmer A. Anderson, treasurer of Harris 
& Lawton, Inc., 373 Washington Street, 
has returned from a combined business 
and pleasure trip through New Hamp- 
shire. 

J. T. Hossley, manager of the watch 
department, D. C. Percival Co., Inc., 373 
Washington Street, spent a two-weeks’ 
holiday at his summer camp in Lake- 
ville, Cape Cod. 

H. A. Whittum, salesman in the watch 
department, Thomas Long Co., Inc., retail 
jewelers, 40 Summer Street, and family, 
are sojourning at their summer home in 
Oxford, Me. 

P. H. Safford, jeweler, Rochester, N. H., 
vice-president of the Rochester Trust Co., 
on a business trip, also looked over the 
new offerings of jewelry by the whole- 
salers here. 

Massachusetts and Rhode Island jewel- 
ers will soon have an opportunity to talk 
shop with a committee of the Mass.-R.I. 
R.J.A., headed by President L. Blaine 
Libbey of Milford, Mass., when it makes 
a good-will tour. 

Edmund W. Kirby, manufacturing 
jeweler, 373 Washington Street, has just 
returned from a business trip to the dia- 
mond markets, on the S.§. Manhattan. 
“First quality stones were scarce,” he re- 
ported. 

Lawrence F. Percival, Jr., of D. C. 
Percival & Co., Inc., wholesale jewelers, 
at 373 Washington Street, was one of a 
picked crew in the eight-meter class dur- 
ing the eight-day series of yacht racing 
at Marblehead. 

Two dozen superb examples of the 
silversmith craft, the trophies of the Na- 
tional doubles tennis championships, held 
at the Longwood Cricket Club, attracted 
much attention in the windows of Shreve, 
Crump & Low Co., Inc. 

E. C. Mac Keen, salesman of San Fran- 
cisco, Cal., well known to jewelers from 
coast to coast, spent four weeks in the 
Puget Sound country with a group of 
Oregon and Washington jewelers, all 
apostles of Izaak Walton. 

F. C. Kenniston, Natick jeweler, goes 
on a month’s vacation with his hobby un- 
der his arm. He is a member of the 
Boston Amateur Telescope Makers Club, 
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| an organization with a membership of | 
150 men in all walks of life, which meets 
monthly at Harvard Observatory. yy O a 
Announcing Arthur S. Kelley, president of Norling he uts ta nding 
& Bloom Co., 387 Washington Street, ac- 
companied by Mrs. Kelley, has returned 
A NEW from a six weeks’ buying trip to the GIFT ITEM 


diamond markets. They visited Holland, 


Belgium and France, using the Nieu 
C LOS E SH AV ER Amsterdam for both crossings. | of the SEASON 
The Kay Jewelry Co., 389 Moody 

Street, Waltham, Mass., had one of its | “KARVIT” 

large display windows smashed by a | 

rock wrapped in cloth, at 1.05 a. m., Aug. 

5. Twenty-four hours later, to the minute, 

Forest King’s jewelry store in the neigh- 

boring town of Lexington, was smashed 

in the same manner. 

James H. Parks, vice-president of 
Hodgson, Kennard & Co., Inc., jewelers 
in the Ritz-Carlton, had an interesting 
visit with Shirley Temple during her re- 
cent visit to Boston. Mr. Parks was 
asked to go to the Temple suite with a 
selection of jewelry. The little lady was 

| ill, So Mr. Parks sat by her bed for half 
an hour while she picked out charms for 
her charm bracelet. 

Guy E. Wolf, jeweler, Berkeley, Cal., 
accompanied by Mrs. Wolf, touring from 
coast to coast, stopped briefly to visit 
friends in Waltham. They have spent 
four weeks coming East, making many 

stops to examine watches in museums and 
that reabky Site y private collections. Mr. Wolf, with other 
California watchmakers, has been in- 


At with the sensational terested in long range timekeeping tests, 


of watches of standard makes, for main- 

DIAMOND-BRAND HEAD tenance of rates, under prevailing con- 
ditions found in aviation. They will | 

FEATURES: Double-action stop in Washington, D. C., Memphis, and 

Diamond Brand shaving head that San Diego, expecting to arrive in Berk- 
shaves both long and short hairs eley in late September. | 
close as a blade... no breaking in President Thomas J. Fagan of the | 
. + gives satisfaction from the start U.H.A. and members of the Boston and 
Worcester guilds, attended the clam 
bake and shore dinner, Aug. 14, at River- 
| side Park, New London, Conn., spon- 
sored by the Norwich and New London 
guilds. Seventy-five Connecticut jewel- 
ers and watchmakers, many accompanied 












The Shaver 





@ New and ap- 
pealing as a Gift 
Department item. 





+++ M0 radio interference ... self- 
starting motor . , . attractive travel- 
ing Case. 110-120 VOLTS AC ’ 


@ Practical and in- 
dispensable as a 
table accessory. 
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DEALER’S IMPRINT by their wives, arrived early and im- THESE roast tongs are the answer to 
mediately the program of outdoor sports any good host’s carving problems. 
was under way. Hartford and New “KARVIT” holds the roast firmly and 
Haven guilds were well represented. makes it easy to carve fowl, beef, leg of 

. ‘ While there were no set sneeches there lamb and other simiir delicacies fresh 
Immediate Attention were many exchanges of ideas, recard- from the oven with tite fine precision of 
, ing legislative plans of the state guild’s = eee  angitinctagy ois, 
Given To All Orders. committees, which are to submit reports without embarrassment”—and you will 
| at the Sentember meetings. The Wor- add another sale for the day. _ 
; | cester guild announced a field dav, to be 
We Carry A Complete held early in September and invited all 


members of the U.H.A. in New England. 





Stock of allREMINGTON 


Models. Thugs Bind Boston Jeweler and Get 


Away with Jewels 


Boston, Mass.—Frederick B. Seidler 
of Daniel Seidler & Sons, jewelers at 333 


QB uf a [ Washington Street, was the victim of the 
| boldest daylight robbery ever reported 
” e Perriva in downtown Boston, at 9.30 a. m., Aug. 

















| 
ew, | 43. ‘ ‘ i ‘ , . 
& So Nur | Mr. Seidler had just arrived at the pea re Eo ge lean ite 
e ° ofice when two men wearing hoods, and harmony with the elegance of silver 
| with — guns, ordered him to open and gleaming china. 
° | the safe. While one thug kept the > Pri ’ 
Diamond Importers and jeweler covered with a gun the other 2%, aeee aa 
Wholesale Jewelers | cleaned out the safe of unmounted dia- ae - 
| monds, rings and watches. Mr. Seidler KARVIT DIVISION 
Estd. 1864 | was knocked down by a gun _ butt, 
| gagged, handcuffed to the safe and then Q C 
| trussed up with baling wire. The bandits UEEN ITY BUCKLE 
BOSTON MASS | left unobserved. MFG. CO. 
5 . Mr. Seidler pounded on a wall with 
his free arm until he attracted attention. TEMPLE BAR BUILDING 
No Goods at Retail The loss, which was covered by insur- CINCINNATI, OHIO 
ance, was reported at upwards of several 
thousand dollars. TMM Ge SIRE RAEI REI 
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If you want a Complete Catalog of 


Fi FULLERS FINDINGS 


4) to assist and enable you to 


ORDER FROM YOUR JOBBER 
Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 








SIMON BROS. 


Watch Repairers for the better 
trade since 1910. 

References from best concerns in 
the trade. 


5 S. WABASF AVE. CHICAGO 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 








me 


Keo 








fect | SILVERWARE |e 





SWARTZ & CO. 


- 10S. Wabash Ave. Chicago, Ill. 














—NEWALL— 
PORT 


pring Ring 
—NICKEL— 
No. 88 
Doz. $4.70 Keystone 
Your Wholesaler has them 






~ 















OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, ILL. 








CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, IIl. 











NEW VALANCES 
TIMPROVE 


Window Displays 50% 
PRICED 
AT 55¢ FT. UP 


DESIGNS AND SAMPLES 
NO OBLIGATION 


Camden Artcraft Co. 
160 N. Wells 
CHICAGO 








CHICAGO: 


J. C. Johnson, Pacific Coast represen- 
tative for The Ball Co., Chicago, visited 
in Chicago last month. 

William Shapiro, manager of the Man- 
heimer Watch Co. office in Los Angeles, 
spent part of last month at the home of- 
fice in Chicago. 

Arthur Poff, of F. H. Noble & Co., 
returned last month from an extended 
vacation trip to Alaska, Canada and 
points of interest in the Northwest. 

William Lamb, of the George H. Fuller 
& Son Co., spent three weeks at the Chi- 
cago office of the company before leaving 
for his extended Western and Coast trip. 

A. B. Kurtz, of the Gleason Jewelry 
Co., wholesaler, Louisville, Ky., spent 
some time in Chicago last month visiting 
friends and attending to business for the 
company. 

Harold Markham, formerly associated 
with A. Quint & Co., and also G. A. 
Soden & Co., recently established a busi- 
ness of his own with offices in suite 707 
at 5 S. Wabash Ave. 

Joe Goldstone of the Imperial Pearl 
Syndicate, returned to Chicago Aug. 22 
after a seven-week business trip to the 
Orient. He was accompanied by Mrs. 
Goldstone on this trip. 

Emil J. Weiss, of the Acme Watch Co., 
5 S. Wabash Ave., returned to Chicago 
last month after a six weeks’ honeymoon 
trip to Yellowstone Park and other points 
in the West and Far West. 

A. F.  Eisenbeiss, vice-president in 
charge of the diamond department of 
Eisenstadt Mfg. Co., St. Louis, spent some 
time in Chicago last month on business 
and visiting his many friends here. 

Hans J. Bagge, of Milhening & Co., 
and well known gemologist was married 
on Aug. 20 to Miss Dorothy Williams 
and spent several weeks sightseeing in 
the West before returning to his office. 

The modern jewelry and accessories 
for the home in amber mantfactured by 
Amber Mines, Inc., New York, has been 
added to the lines represented by Harry 
A. Neville, Room 15-111, Merchandise 
Mart. 

Robert Rueping, associated with the 
jewelry trade here for many years, died 
on Aug. 2 after several weeks of illness. 
His remains were taken to Beaver Dam, 
Wis., for interment. Mr. Rueping was 
75 years old. 

Howard Amundson of Miles City 
Jewelry Co., Miles City, Mont., visited 
in Chicago on business and pleasure re- 
cently, as a part of a four-week automo- 
bile trip to Yellowstone Park and other 
points in the West. 

John G. Leiner, of Benj. Allen & Co., 
and president of the Chicago Jewelers 
Association, left Aug. 20 with his family 
for an extended automobile vacation trip 
to points of interest throughout the west- 
ern part of the country. 

Frank Moran, who represented the 
J. F. Sturdy’s Sons’ Co., for more than 
20 years in the Chicago territory and 
who recently accepted an executive posi- 
tion at the factory spent some time here 
last month on a business trip. Mr. Moran 
will continue to call on his trade in this 
territory each season and spend the in- 
tervening time at the factory. 

I. B. Miller, who was 81 years old last 
March, is now celebrating his 50th year 
traveling on the road selling jewelry. Mr. 
Miller, who now represents Shield’s, Inc., 
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traveling by automobile, says that his 
first trip was made by horse and buggy 
and that one of his first sales was to Mr. 
Sears, later of Sears, Roebuck & (Co, 
when he was depot agent at North Red. 
wood, Minn. 

Alfred A. Fox, a partner in the Asggo- 
ciated Jewelry Mfg. Co., 29 E. Madison 
St., reported to the police on Aug. 2 that 
he was robbed of two sample cases of 
jewelry in a daylight holdup in front of 
his office. He was preparing for a busi- 
ness trip to Wisconsin and had stopped 
at his home after getting the cases from 
his office. Two men in a car without 
license plates halted him and both with 
guns drawn seized the case and drove 
away. The holdup was witnessed by 
Mrs. Fox from the window of their home. 





Railroad Watch Inspectors Hold 
Business Meetings in Chicago 


CHIcaco, ILL.—T wo interesting and en- 
joyable meetings of watch inspectors were 
held here last month and another will 
take place about Sept. 12. The first was 
that of the Illinois Central System, held 
Aug. 15, 16 and 17 at the Medinah Club. 
More than 100 inspectors from all over 
the system were in attendance. 

Sydney Y. Ball, general time inspector, 
was chairman of the meetings and talks 
were made by inspectors and officials, 
including L. A. Downs, president of the 
Illinois Central; W. A. Johnson, assis- 
tant to vice-president and general man- 
ager, and G. A. Tweedy, general chair- 
man, B. L. F. & E., of the Illinois Central 
System. Monday night there was a moon- 
light ride on the lake, Tuesday night a 
dinner dance and show at the Edgewater 
Beach Hotel, while Wednesday morning 
was devoted to visiting the Ball Railroad 
Time Service headquarters in the Gar- 
land building. In the afternoon the watch 
inspectors went to a ball game and that 
night visited the WGN _ broadcasting 
station. 

A similar program was carried out for 
the inspectors of the Burlington System 
on Aug. 22 and 23 with F. G. Gurley, 
assistant vice-president, representing the 
Burlington System. 

The Rock Island inspectors will be 
here in September with J. D. Farrington, 
chief operating officer of the system, one 
of the principal speakers. 





lowa R.J.A. Plan Convention At 
Cedar Rapids, Sept. 25-26 


Cepar Rapips, IA.—The Iowa R. J. A. 
will hold its annual convention at the 
Roosevelt Hotel in Cedar Rapids on Sept. 
25 and 26. On Sunday delegates will 
register, but the afternoon will be de- 
voted to golf for the men and bridge and 
theatre for the ladies. Sunday night the 
Hawkeye Boosters will entertain with 
dinner and a show, this part being in 
charge of “Nate” Drobner and “Bob” 
Reiley, president and secretary. A splen- 
did program of speakers and merchandise 
demonstrations has been arranged for 
Monday. On Monday night the associa- 
tion banquet will be held. Local ar- 
rangements. are in charge of Cedar 
Rapids jewelers headed by “Gus” Sieke 
and Louis Prastka. 
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Wisconsin R.J.A. and Jewelers Mutual Fire Officers Meet 





Officers and directors of the Wisconsin R.J.A., and the National Jewelers Mutual Fire Insurance 
Co., who recently gathered at Chinequa, summer home of William H. Upmeyer on Pine Lake. 


They are, front row, left to right: 
Wisconsin R.J.A.., 


Erwin R. Fuchs, president and Henry W. Rank, director, 
I. W. Anderson, assistant secretary, and A. C. Hentschel, vice-president, 


National J.M.F.I. Co, J. A. Rummele, director, Wisconsin R.J.A., and Thomas J. Dale, director, 


National J.M.F.I. Co. 
J.M.F.I. Co., and his grand-daughter. 


Center row, left to right: 
Rear row, left to right: 


William H. Upmeyer, president, National 
Henry F. Stecher, treasurer, 


National J.M.F.I. Co., and Wisconsin R.J.A., John Konrad, director, Wisconsin R.J.A., Len M. 
Nelson, director, National J.M.F.I. Co., and Wisconsin R.J.A., Marvin Wellentin, vice-presi- 


dent, Wisconsin R.J.A., A. W. Anderson, secretary, National J.M.F.I. 
R.J.A., J. H. Stouthamer, J. R. Chapman and John P. Hess, directors, 


and Sam Dalin, director, Wisconsin R.J.A. 


Junior Board of Directors is Formed 
By E. C. Marshall Employes 


CuicaGo.—A_ novel idea in employer- 
employe relations was put into effect re- 
cently when E. C. Marshall Co., with 
headquarters here, recently established a 
junior board of directors with the object 
of giving the employes a better oppor- 
tunity to present their opinions and views 
in the management of the business. 

The original members of the junior 
board are as follows: C. E. Aschoff, G. 
J. Brauer, J. A. Britton, M. C. Campbell, 
J. F. Cromar, Edwin Ellefsen, Harry 
Leviton, A. L. Marshall, S. W.: Prague 
and Robert Rodger. 

The by-laws provide that elections be 
held semi-annually and that at least two 
new members who have not served dur- 





ANNOUNCING 


AL 


WATCHES 


New in name, 
accuracy is backed by years of ex- 





but the quality and 


perience in the watch field. 


After carefully selecting a move- 
ment of definite quality, we have 
added style, and every watch is 
cased and electrically timed under 


strictest supervision in our Chicago 
shops, guaranteeing accuracy. 


Handsome, distinctive boxes, styled 
individually for men and women. 


A request on your letterhead will 
bring full particulars on how you 
may secure a Phalor Watch fran- 


chise for your city. Write at once. 


PHALOR WATCH Co. 


Paul Rosenberg, Mgr. 
5 So. Wabash Ave. Chicago 








Co., and Wisconsin 
National J.M.F.I. Co., 


ing the preceding term be elected replac- 
ing the same number of present members. 
All promotions are on a merit basis, 
and whenever possible, from within the 
organization. Any person dismissed for 
any reason may present his case before 
the junior board, whose recommenda- 
tions will be accepted. Suggestions for 
the betterment of service are rewarded. 


KIRCHBERG DESIGNS MONSTRANCE 





valued at $4,000 is shown with 
Edward Kirchberg, Chicago 
jeweler. It was made by the Gorham Co., 
Providence, R. |. It includes a huge Hun- 
garian opal surrounded by diamonds and a 
sapphire encircled by 10 diamonds. The mor- 
strance consists of sterling silver gilt and the 
jewels are heirlooms of the donors’ family. it 
was presented to the Our Lady of Sorrows 
Church, Chicago, by Mr. and Mrs. William J. 
Fortune in honor of Mr. Fortune's parents. 


This monstrance, 
its designer, 























DIAMOND CUTTING 


Re-Cutting Price List—Special 


Y% and % Carat $5| % and % Carat $9 
% and ', Carat 7| % and 1 Carat 10 


Removing Chips $1.50 to $3.00 
Estimates Furnished 


Memo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 
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WHERE TO BUY 











REFINISHED 
RESTORING | 
beaut ALhf : Office LLIKLEY 


E SENTIAL 
2 


-KIRK-RICH DIAL CORP. 


| WATCH DIALS 
| 


THE ERN WATCH 





Allen Bidg. 315 W. Sth Se. 
Dallas, Texas Los Angeles, Calif. 

Clark Bi Seaboard Bidg. 
onto Seattle, Wash. 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 


“THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 











WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 











te 


Protects silver from tarnish. 
Easily applied, harmless, not a lacquer. 
Send for sample. 


Welmaid Manufacturing Corporation, 
Dept. 6—5852 Broadway, Chicago 

















5% 5S WABASH AVE. CHICA ) i} 
USED WATCH . 
rm 
MATERIALS z 
o 
USED MOVEMENTS o 
Good Condition 
Good Dials «+ | 
0-Size Elgin, Waltham 
75, $2.00 — 153, $3.00 Oo 
2 Side Stl ean = 
7J, — % 
i os -"G 20] oer eee 
7 .25 — b ‘ 
16) ize nen’ Zace | NEW MATERIALS 
7 ao I a 
18 size Htg. Elg., Wal. Wheels, pinions, 
74, 75¢ 4 153, $1.25 pallet forks, etc., © 
s oe ye Elg., at for all watches. 
7J, 25 — 15d, . 
6 size Elg., Wal., Htg. soos sonetn a 
73, 75¢ — 153, $1.25 what you wan 
6% Po rect. « a Guaranteed! Remit 
6J, .00 — 15J, 5 . * 
10% L. 6, "3e— only if satisfactory. 
153, $1.25 
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[w HERE TO BUY 








GRAU & HUBER 


Manufacturing Jewelers 
Diamond Setting 
Special Order Work 
Watch and Jewelry Repairing 
Engraving and Carving 
Of All Kinds 
Founded 1918 


416 CLARK BUILDING 
PITTSBURGH, PA. 
Telephone: ATlantie 1465 








HEEREN & CO. 


SPECIAL ORDER WORK 


GOLD & SILVER 


PLATING 
JEWELRY REPAIRING 


New Location 
603 Manufacturers Bidg. 
530 Duquesne Way, Pittsburgh, Pa. 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 


all orders. 
TRIANGLE 
JEWELRY MFG.CO. 
602 Clark Bido.. Pittsburgh. Pa At. 7/723 








JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bldg., Pittsburgh, Pa. ATlantic 2336 








WANT TO BUY 


Paul Revere, Hampton Court, Patrician, Adams, 
Vintage, Queen Anne and other discontinued Silver- 
plate and Sterling patterns for cash at 50% of retail 
price. We sell discontinued patterns at 75% retail 
price—write us. 


SILVER STATE EXCHANGE 
Box 695 Colorado Springs, Colo. 








GEM-STONES 


By G. F. Herbert Smith 
An Interesting Authoritative Book 


Comprising 40 chapters and many 

diagrams, plates and tables by an 

outstanding authority. Over 300 
pages. Price $3.00. 


THE JEWELERS’ CIRCULAR- 
KEYSTONE 
239 W. 39th St., New York 
Chestnut & 56th Sts., Phila., Pa. 

















PIT TSBURGH: 


Henry Hogue, Clark Building, has been 
spending a vacation in New England. 

J. S. Grove, Chambersburg, Pa., retail 
jeweler, has moved his store from the 
Skinner Bldg. to the MacKnight Bldg. 

The Central Jewelry Co., DuBois, Pa., 
is remodeling its building on West Long 
Ave. 

The window of I. Lincoff, Homestead 
retail jeweler, was smashed recently and 
ransacked. 

Herbert Haase wholesale jeweler, Clark 
Bldg., and family, have been sojourning 
at Virginia Beach. 

Hyman Landaw, Landaw Bros., Clark 
Bldg., has returned from a fishing trip 
at Cedar Point, O. 

L. R. Olsson and I. E. Boucher, of the 
Waltham Watch Co., Waltham, Mass., 
called upon the local trade recently. 

Louis Silberman, manager of the Lib- 
erty Ave. store for the Henry Wilkins 
Co., and family, have returned from a 
vacation at Cape May, N. J. 

Herman Auerbach, Pittsburgh district 
manager for M. A. Mead & Co., Clark 
Building, has returned from an extended 
road trip. 

Frank H. Becker, wholesale jeweler, 
Clark Bldg., and family, have returned 
from Vermillion, O., where they spent 
their vacation. 

Mrs. Louis Melnick has taken over the 
diamond business of her late husband, 
in the Clark Bldg., and will probably 
liquidate same. 

William Eger, Leechburg, Pa., has 
taken over Eger’s credit jewelry business 
at Vandergrift, Pa., which he formerly 
operated with his cousin, David Eger. 

W. W. Wattles & Son Co., recently 
added several attractive diamond case 
displays, which are made of garnet repp 
and velvet. The cases were purchased 
from the Buffalo Jewelry Case Co. 

F. J. Bauer, of Bauer & Mutschler, 
Clark Bldg., and Joe Ratay and Al Wag- 
ner, of the staff, have returned from a 
vacation spent in Washington, D. C., and 
southern points. 

Paul S. Hardy, president of the Hardy 
& Hayes Co., and family, have returned 
from Canada, where they spent some time 
at their summer home. Norman Hardy, 
and family, have returned from a vaca- 
tion at the seashore. 

J. Loughrey Roberts, of John M. Rob- 
erts & Son Co., has returned from Vir- 
ginia, where he had gone to look over 
some thoroughbred horses. Mr. Roberts’ 
family have been spending the summer 
months at their summer home in the Fox 
Chapel district. 

W. S. Bickart, Pittsburgh district man- 
ager for I. Ollendorf & Co., Clark Bldg., 
is expected to return to the office early in 
September. Mr. Bickart was injured a 
number of months ago in an automobile 
accident, and is making considerable 
progress toward recovery. 

Miss Madglyn Freyer, daughter of Mr. 
and Mrs. Emil Freyer, was married 
Thursday, Aug. 11, at a small home 
ceremony, to Dr. Ray Hyde, Pittsburgh 
dentist. They left immediately by auto- 
mobile on a western honeymoon, and will 
reside in Pittsburgh. 


William F. Brehm, Rochester, Pa., jew- ° 


eler and goldsmith, has perfected an 
automatic valve which permits people 
who have had tracheotomy operations to 
speak freely. For women, he disguises 
the tube in the throat with a piece of 
fine filigreed jewelry. 
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The M. Bonn Co. participated in the 
semi-annual Pittsburgh Wholesale Mer. 
chants Association, “Merchandise Mart,” 
which was held at the William Penp 
Hotel, August 22-24. Walter M. Bonn, 
treasurer of the company, reports an ex- 
ceptionally heavy demand for costume 
jewelry. 

Lynford Keating, president of Grogan 
Co., Inc., Sixth Avenue and Wood $t, 
anticipates an excellent silverware busi- 
ness this fall. A number of prominent 
weddings are scheduled, and advance in- 
quiries have been rather heavy. M. L, 
Cronin, of the Grogan organization, has 
returned from a business trip to New 
York. 

William J. Kappel, head of the Wil- 
liam J. Kappel Co., of this city, has just 
returned from the diamond market; in 
Europe, and reports market conditions 
steady. John Kappel, brother, and a 
member of the firm, and his wife, were 
slightly injured recently on the outskirts 
of Pittsburgh, when their car crashed 
into a culvert. Neither was injured 
seriously. 

The entire staff of Grafner Brothers, 
Liberty Ave. wholesale jewelers, accom- 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 
































Scrap and Wastes 


IPUIRCIFASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


“VERNON-BENSHOFE CO.’ 


933 Ridge Ave. Pittsburgh, Pa. 
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by their wives, paid a surprise 
visit at the home of Emanuel Grafner on 
the occasion of his birthday, July 27. In 
token of the high esteem in which he is 
held by employes, as well as the trade, 
they presented him with a solid bronze 
humidor, which bore facsimile signatures 
of all of the employes. The Grafner 
residence is in Fair Oaks St. in the fash- 
ionable East End district. Grafner Bros., 
incidentally, are celebrating their 50th 
anniversary this year. 


panied 





Court Vacates F.T.C. Order Against 
Sheffield Silver Co. 


The U. S. Circuit Court of Appeals for 
the Second Circuit, in New York City, 
on July 18, vacated the order of the Fed- 
eral Trade Commission which directed 
the Sheffield Silver Co., Inc., of Jersey 
City, N. J., “to cease and desist from 
using the word ‘Sheffield’ in its corporate 
name or in any other manner, so as to 
represent or imply that said electroplated 
hollowware products are ‘Sheffield’ or 
made by the Sheffield process.” 

The court found that the record was 
barren of evidence that any one purchased 
the petitioner’s products under the er- 
roneous belief that it was antique Sheffield 
ware, or modern ware manufactured by 
the old Sheffield process. It found that 
neither the word “Shefheld” nor the peti- 
tioner’s corporate name appears on the 
goods. 

The court further set forth that the 
petitioner’s “good will resulting from 30 
years of business without complaint by 
any one, should not be destroyed upon a 
single instance of unauthorized advertis- 
ing,” on which the commission attempted 
to prove that the petitioner’s name gives 
to unscrupulous dealers a means of de- 
frauding the ultimate consumer., 


LOS ANGELES 


James S. Sonnabend, wholesaler of 
jewelry and watchmakers’ supplies, has 
moved to 406 S. Main St. 


The Security Jewelery Co., I. Zimmel- 
man and son, proprietors, have opened a 
business at 610 S. Broadway. 


The Emil Weiss Co., jewelers, has 
moved from 412 W. 6th St. to 220 W. 
5th St. 


The Charles Diamond Co., formerly 
the Standard Watch Co., 333 W. Sth St., 
is now under the ownership of C. M. 
Cornbleth. 


Meyer Rothstein of Rothstein Bros., 
Inc., diamond importers, New York City, 
visited the firm’s branch office in Los 
Angeles recently. 





Dodge, Inc., manufacturers of trophies 
and silverware, moved last month from 
631 W. 9th St. to their own three-story 
factory building at 401 E. 6th St. 


Nathan Metersky, trade watchmaker, 
220 W. Sth St., recently purchased the 
lease, stock, and fixtures of N. Zack’s 
Jewelry store at 8646 Vermont Ave. 


Aaron Thorne, manager of the western 
sales division of the Gruen Watch Co., 
and his staff of traveling salesmen, re- 
cently returned to Los Angeles after at- 
tending the company’s annual sales con- 
vention held in Cincinnati. 

Robert Mitchell, watchmaker, 315 W. 
5th St. died recently at the age of 71 
years. Mr. Mitchell was a native of 
England, where he learned his trade at 
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the observatory in Greenwich, London, 
but lived in America for the past 50 
years. His widow and son survive. 
Mark A. La Pera of the Cordova 
Leather Shop, manufacturers of wrist 
watch straps, 315 W. 5th St., was mar- 
ried recently to Miss Marjorie Carlson. 
The Russell Diamond Co. has opened 


for business at 516 S. Hill St. A. J. Tivol 
is proprietor. 
Charles Broudarge, jeweler, Paris, 


France, visited Los Angeles last month 
on his tour of America, where he called 
on his friend, J. P. Spitzel, president of 
the Gemological Society of Los Angeles. 
Mr. Broudarge is a member of the ad- 
ministration board of the Club Des Dia- 
mantairs, France. 





PORT CHESTER JEWELERS ORGANIZE 


Port Cuester, N. Y.—Retail jewelers 
of this city have organized the Port Ches- 
ter Retail Jewelers Association in afflia- 
tion with the Westchester County R.J.A. 
The purpose of the organization is to 








combat 
trade 


and 
other 


promote good fellowship 
“wholesale-retailing’ and 
abuses. 

Solan A. Reyman is president; Sey- 
mour M. Rudolph, sec-etary-treasurer, 
and Victor Goldman and Louis Hurwitz, 
delegates to the county board. 





Decree Compels Peru Manufacturers 
to Mark Gold, Silver Goods 


WasuHincTton, D. C.—Under a decree 
issued on July 25, manufacturers of gold 
and silver articles in Peru will have to 
stamp their products with a_ hallmark 
and trademark indicating the quality, or 
assume the risk of losing their manufac- 
turing permits. 

A report to the Commerce Department 
from the American Commercial Attache 
at Lima, explains that Government in- 
spectors at the manufacturing plant or 
point of sale will permit tolerances of 
three per cent and purchasers have the 
right to request free official inspection. 











Take Time to Modernize 





FOR GREATER HOLIDAY PROFITS 


Now, while business is comparatively slow, is the time to pre- 
pare for the Holiday Rush. A modernized store room will not 
only increase your holiday business, but will earn you more 


profits the year round. 


Let Proessler modernize your store. 


We have served the 


jewelry trade in the Tri-State District for fifty years—and we 
welcome the opportunity to serve you. 


PHONE CEDAR 1716 


C. PROESSLER & SON CO. 


1221-1227 PENNSYLVANIA AVE. 


PITTSBURGH, PA. 
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As tah RRS EI 


CINCINNATI 


Sam Silverman, wholesale jeweler lo 
cated at 525 Walnut St., recently added 
1000 square feet to his office and _ stock 
space. 

The fourth store has been opened in 
the Cincinnati area by the J. C. Hockett 
Co. It is located at 5924 Beechmont Ave., 
Mt. Washington. The firm has units in 
the suburban business districts of Cheviot, 
Madisonville and Norwood. 

August Peck, 65, for many years asso- 
ciated with the manufacturing jewelry 
industry of Cincinnati, died suddenly on 
Aug. 15 after a brief illness. Mr. Peck 
was a native of Prague, Czechoslovakia, 
and came to this country at the age of 
twelve. 

Henry Von Unruh, president of the 
Ohio Retail Jewelers, headed the Queen 
City delegation to the A.N.R.J.A. conven- 
tion in New York. The local contingent 
included Edward Johnson, formerly asso- 








DIAMOND CUTTING 


expert work ... fast service 


BND. 4 sevesseasouns $ 9.00 per carat 
OS aaa 10.00 per carat 
er re ee 11.00 per carat 
0 Se ey 12.00 per carat 
EE Care tweet 14.00 per carat 
OO er ee 16.00 per carat 
errr. 18.00 per carat 
OO er 26.00 per carat 


LITWIN & SONS 


114 West Sixth St. 
CINCINNATI, OHIO 

















SEND US YOUR ORDERS FOR 


AMERICAN WATCHES 





ELGIN 
*HAMILTON 


*ZONES 7-8-13-17 


WALTHAM 
PREMIER 


Never before have the American 
watch companies produced such 
outstanding styles and values— 
By placing orders now you will 
be assured of prompt delivery. 


Also Distributors of 


1847 Roger Bros. 
Wm. Rogers Son 


Community Silver Plate 
and all well known Jewelry lines. 


GERWE-FROHMAN CO. 
CINCINNATI - - OHIO 


New Orleans Office 
1401 CANAL BANK BLDG. 

















ciated with the Frank Herschede Co.; 
Elmer Herzog, of Covington, O.; Mrs. 
Frieda Wagner, of E. Wagner and Sons. 

The score between A. H. Feltman, Inc., 
and the Gerwe-Frohman Co. now stands 
at one all, each house team having won 
a game. Maury Gerwe led his ball club 
to victory the first time they played Felt- 
man, but Captain Charles Detzel and his 
club came back in the second contest, 
leaving a third game necessary to decide 
the championship. 

The last ten members of the Town 
Criers to return from the annual vaca- 
tion trips include Julian Hesse, president 
of the Criers, L. R. Ollsen, Cherry Lee 
Fisher, Edwin Jacobs, B. H. Crowell. 
Herbert C. Schwab, Harold Hagedorn, 
Norbert Meehan, Robert Siefert and 
Charles Rauch. With the vacation period 
ended, weekly meetings of the Criers will 
be resumed at a Seventh St. restaurant on 
Fridays. 

Gerwe-Frohman Co., wholesale jewel- 
ers, American watch distributors at 18 
W. 7th St., has opened a branch in suite 
1401, Canal Bank Bldg., New Orleans, 
La. This office will be for the exclusive 
distribution of Elgin, Hamilton and 
Waltham watches. The office will be in 
charge of Nelson P. Lambert, who has 
been associated with the retail jewelry 
trade of New Orleans for many years 
and is well known to the trade in that 
territory. 

A prominent downtown corner will be 
occupied by Joseph Vogelsang, jeweler, 
when the store at the immediate northeast 
intersection of Fifth and Main Sts. is 
completely modernized for his occupancy, 
about Sept. 15. It is in the Thoms build- 
ing across Main St. from the Federal 
building that is being completed on Gov- 
ernment Square. Mr. Vogelsang has been 
a tenant in the Thoms building for a 
number of years but was on Fifth St. 
somewhat east of Main. 

Eric Robinson, supervisor of the leather 
division of A. Sauer & Co., manufacturers 
of Kon-Ite buckles and keepers and tubu- 
lar watch straps, is taking a complete 
rest on his vacation. The time is being 
devoted to the life of a country gentle- 
man on the family farm at California, 
Ky. Joseph Haas, office manager of the 
Sauer firm, is at Holland, Mich., for a 
holiday period. Joseph Posner, western 
representative of the concern, is making 
a tour of the Pacific coast. He has re- 
covered from an attack of blood poison- 
ing in the arm. 

A night of star gazing will be held by 
Cincinnati Guild, Ohio Watchmakers 
Association, as the September meeting of 
the organization will be held at the Cin- 
cinnati Observatory. The exact date of 
the session will be determined about a 
week before the meeting with the idea of 
having clear skies for the event. Pro- 
fessors Yowell and Smith will read 
papers on the relation of stars and time 
pieces. Herbert Hueil, a member of Cin- 
cinnati Guild, is preparing the program 
on the educational series that is being 
sponsored bv the United Horological 
Association of America. This particular 
program embraces the Greater Cincinnati 
area and in this connection stereopticon 
lectures will be resumed at the October 
meeting of the Guild. 





COLUMBUS WATCHMAKERS PICNIC 


CoLumBus, On10—Members of the Co- 
lumbus Watchmakers Guild, their fa- 
milies and friends participated in the 
annual picnic of the organization held 
recently at Glengary Park. The affair, 
planned by the Ladies’ Auxiliary, in- 
cluded games and out-door sports. There 
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was baseball, a horse shoe pitching ¢gp. 
test, swimming and an abundance of 
refreshments. To the winners of various 
events, awards were given, the first being 
a $40 watch. 


F.T.C. Issues Cease and Desist Order 
Against Cleveland Pen Concern 


An order has been entered by the Fed- 
eral Trade Commission directing Harry 
A. and Louis G. Rippner, trading as John 
Hancock Pen Co., 1514 Prospect Ave, 
Cleveland, Ohio, to cease and desist from 
misiepresenting the value and quality of 
the fountain pens they sell in interstate 
commerce. 

Among representations to be discon- 
tinued by the respondents are that their 
pens have a customary retail value or 
price greatly in excess of the advertised 
price and are obtainable at a certain ad- 
vertised price for a limited time only, 
when such are not the facts; that they 
are different from and superior to pens 
of comparable price. The respondents 
also are prohibited from advertising that 
their pens have an unbreakable barrel, 
or that the nib thereof is of “Duragold” 
or guaranteed for lasting smoothness in 
writing, unless and until the barrels are 
unbreakable and the nibs are of 14 karat 
gold fineness. 


Burglars Cut Through Roof to 
Get $3,000 Haul in Toledo 


ToLepo, Oxnrto.— Cutting three holes 
through the roof and intervening floors, 
burglars gained entrance to the jewelry 
store of S. B. Stein & Son, 612 Adams 
Street, the night of Aug. 8, and stole 
watches, rings, a string of pearls and 
other jewelry with a reported value of 
more than $3,000. The loss was insured. 

The laborious means of entry was the 
only one by which the burglars could 
avoid the alarm system. No attempt was 
made to enter the store vault which was 
protected by an alarm system. In 1925 
the store was the scene of a sensational 
$28,000 daylight robbery by six bandits. 











Hold Everything! 


Our travelers are on the 
way with our New Fall Line 


x HAMILTONS (Zones 6-7-8) 

*x* ELGINS (for our entire territory) 

** VIRGIN diamonds 
Beautiful Creations 


*& *& CELLINICRAFT 


jewelry Exclusively 
Boxed 





We are ready to serve and 
anxious to please you. 


Greenwold-Grift Co. 


18 West 7th Street, Cincinnati, Ohio 
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WILLIAM ROSENTHAL, 60, manager of 
James D. Bailey & Co., Toronto, Can., 
manufacturing .jewelers, for more than 
30 years, who died Aug. 8, was also a 
philanthropist and social worker. 

Davip JAcobs, 62, jeweler at Muskegon, 
Mich., till 1926, when he retired because 
of ill health, died Aug. 5. Years ago he 
was traveling salesman for a Chicago 
jewelry firm. 

EpMuUND J. ROHN, 69, secretary of the 
E. J. Rohn Co. and a Milwaukee jeweler 
for 50 years, died July 26, after three 
months’ illness. A daughter, Ada, presi- 
dent of the jewelry company, and a son, 
Lester, treasurer, survive. 

M. S. Morton, 36, of the Morton Jewel- 
ry Co., Ashland, Ohio, which he disposed 
of in June because of ill health, died July 
24 of heart attack. 

Dr. THOMAS JESSOP WILKINSON, 74, au 
thor of “The Escapement and Train of 
American Watches” and an authority on 
lever escapements, died Aug. 11, at the 
Phoenixville, Pa., hospital, of a heart 
attack. He was graduated from the Dub- 
lin (Ireland) Optometry College, Lin- 
coln, Neb., Optometry College and the 
Philadelphia College of Optometry, and 
practiced in Philadelphia for 30 years 
until eight years ago when he purchased 
a jewelry business in Phoenixville. 

WILLIAM SWAAP, 76, founder of the 
Amsterdam house bearing his name which 
enjoys a world-wide reputation for fine 
diamond cutting, died suddenly July 3. 
He was treasurer of the Amsterdam 
Jewelers Association for many years. Al- 


a 
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@ Attention centers on your store 
when it has an appealing entrance of 
aluminum or bronze in an outstand- 
ing Zouri store front. New book on 
Doors and Entrances FREE. Also illus- 
trated portfolio of Zouri Store Fronts. 


OL: 
































FRONTS 





ZOURI STORE FRONTS, NILES, MICHIGAN 





Send ( ) Door and Entrance Book ( ) Portfolio 
Nome. 
Address. 1-938 
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though he never came to America on 
business he was known to scores of dia- 
mond dealers who have gone to Amster- 
dam. His son, Samuel W. Swaap, who 
was virtual head of the firm for the past 
eight or ten years, is continuing the busi- 
ness. Mrs. Swaap and three daughters 
also survive. 

WILLIAM B. GarFIELD, 88, died July 13 
at Massachusetts Memorial Hospital. He 
was a former president of the New Eng- 
land Jewelers’ & Watchmakers’ Associa- 
tion. 

Myron F. Taintor, 79, died Aug. 12 
at home of daughter with whom he re- 
sided at Easthampton, Mass., where he 
was a jeweler for more than 50 years. 

SAMUEL STRAUSS, 59, secretary-treasurer 
of the Castleberg Jewelry Co., with stores 
in Newark, N. J.. New York, Brooklyn, 
Philadelphia, Germantown, Pa. and Cam- 
den N. J., died July 24, at his home, 225 
Central Park West, New York. 

W. H. YAHNKE, 72, died Aug. 4, at a 
Memphis, Tenn., hospital. He was a for- 
mer vice-president of the Mulford Jewel- 
ry Co., Memphis, and before that was 
master craftsman with J. G. Blake Jewel- 
ry Co., Hot Springs, Ark., and George T. 
Brodnax, Inc., of Memphis. 

RALPH HAWKINS, 54, who formerly op- 
erated a jewelry store at Mamaroneck, 
N. Y., died Aug. 7, at his home at Lake 
Mahopac, N. Y. 


JULIEN ScHWop, 66, president of Schwob | 


Bros., watches, died July 28, at Royal 
Victoria Hospital, Montreal, Can., after 
a lengthy illness. He represented the 
Tavannes Watch Co. in China and Japan 
from 1900 to 1910 when he returned to 
Montreal. His widow and three sons 
survive. 

HERMAN F. Lape, 72, Esperance, N. Y., 
jeweler, died Aug. 1, after two weeks’ 
illness of typhoid fever, with which Mrs. 
Lape was seriously afflicted. 

James A. SORENSEN, 65, retired San 
Francisco, Cal., jeweler, died July 29, 
after a year’s illness. He was the first to 
open a jewelry store in the Third and 
Market Streets area after the fire of 
1906. 

Lewis Roupe, 71, retired Wilkes-Barre, 
Pa., jeweler, died July 31, at his home in 
Kingston Pa., after a short illness. 

JoHN KIRCHNER, 77, retired Maple- 
wood, St. Louis, Mo., jeweler, died Aug. 
6. He had been in the jewelry trade 30 
years until his retirement ten years ago. 

Harry Major, 60, in the retail jewelry 
business since 1894 at Shelbyville, Ind., 
died Aug. 6, after a year’s illness. 

HyMAN Marcus, who operated a jewel- 
ry store on Millbury St., Worcester, 
Mass., for 20 years until his retirement, 
last year, died Aug. 15, after a year’s 
illness. 

GeEorGE E. PEARSON, 78, in the jewelry 
business in Manchester, N. H., for 50 
years, died suddenly on Aug. 14, at his 
home, of heart attack. 

Howarp LEE VAN Ness, 38, who con- 
ducted a manufacturing jewelry business 
at Woodbury, N. J., for seven years, died 
Aug. 10, after short illness. 

IsAAC BREMEN, 56, pawnbroker and 
jeweler at 304 W. Washington St., In- 
dianapolis, Ind., for 33 years, died Aug. 
15, after a long illness. 

GEORGE VELLENDER, 48, Chicago Heights, 
Ill., jeweler for 25 years, died suddenly 
on Aug. 6, following an operation. Com- 
ing from his native England at 17, he 
later formed a partnership with George 
Whitfield in the Jorgenson Jewelry & 
Optical Co. 
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Long Before Christmas — 
and HART'S "1938 Book of 
CHRISTMAS TREASURES” 
has Scored Again and Again 
from Coast to Coast! 


@ Of course, you'll want to see this 
hard-hitting Christmas selling plan. It's 
designed to win more friends and sell 
more nationally advertised, consumer 
accepted merchandise for you this 
Christmas. NEW in format, NEW in 
editorial content, smart NEW typog- 
raphy, NEW extra features with com- 
plete flexibility—and it offers a NEW 
HIGH for VALUE in direct mail adver- 
tising. 

Imagine! You will be offered over 75 
pages to choose from in building a 
Christmas booklet. Every page new, 
sparkling and arresting. It can be built, 
large or small to fit your budget, and 
can be completely personalized for 
your store, your merchandise, and your 
services. This program is built around 
nationally advertised and consumer ac- 
cepted merchandise from the nation's 
leading makers. Sold to but one store 
in each trading territory. See our double 
page ad in the August issue of the 
NATIONAL JEWELER for complete 
details. 


WRITE FOR DETAILS NOW! 


The time to act is now! Get the 
exclusive use of this punchy plan in 
your trading territory first. Drop us 
a card today and see this arresting 
presentation. And, while at the Chi- 
cago Convention, visit our office in 
the Merchandise Mart. 


HART PUBLICATIONS 














Where to Buy 
IMPORTED 
China and Glass 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im stock for immediate delivery. Great 
variety ef patterns and 
Wire your urgent ers. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 


ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE 233 Win? ®t: 


NEW YORK, N. Y. 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 





— 











CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 





THEODORE HAVILAND 


CHINA DINNERWARE 
Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Inc. 
26 W. 23rd St. we York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WH. 8. PITCAIRN CORPORATION 
104 Fifth Ave. New York. N. Y. 


FINE Flown & CHINA 


Famous the World Over 
Available from New Y 


ork Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave., New York 



































In the Field of Advertising 
and Trade Promotion 








The Hamilton Watch Co., Lancaster, 


Pa., is being complimented for the ex- | 


| 


quisite catalog it has just issued, showing | 
the concern’s new fall line of timepieces. | 
Attractively printed in colors and bound | 
with a plastic binding, the catalog con- | 


tains 28 pages of illustrations and de- 
scriptive material. The preface sum- 


marizes the changes made in the Hamil- 


ton line since the appearance of the last 
catalog. This is followed by illustrations, 
descriptions and price quotations of the 
various grades of women’s wrist watches, 
men’s strap and pocket watches and the 
concern’s new line of personalized watch 
dials. This book also contains some in- 
teresting technical and factual data. 
* * * 

The Grobet File Corp. of America, an- 
nounces that it has just issued a catalog 
on rotary files, hand cut, rasp cut and 
milled cut. The booklet contains illus- 
trations of more than 200 different files. 

* * * 

Dr. William F. Ehret, B.S., M.A., Ph.D., 
has been engaged by the National Silver 
Co., as consulting chemist. Dr. Ehret, 
besides being a chemist is also a metal- 
lurgist. The National Silver Co. also 
announces a new sales program for the 
fall featuring its new “double tested” 
silver. One of the designs being ‘double 
tested” is “Rose & Leaf.” 

* a * 

The Gruen Watch Co., Time Hill, Cin- 
cinnati, Ohio, will launch a radio series 
entitled “Gotham Gazette” on Sept. 5 


| 


| 


} 


over WABC, key station of the Columbia | 


Broadcasting System. Comments on hap- 
penings in New York will comprise the 
program to be heard from 11 to 11.10 
o’clock nightly, from Monday through to 
Saturday. 


* * * 


“A Simple Guide for Testing Stones | 


Used in Jewelry” is the title of a handy 
and useful booklet just issued.by the Wil- 
liam V. Schmidt Co., New York. As the 
title implies, it gives instructions for the 
testing of stones, at the same time de- 
scribing the functions and operations of 
the refractometer and dichroscope, two 
of the instruments recommended io ithe 
jeweler for making determinations. The 
booklet explains specific gravity, hardness 
standards, how synthetic stones may be 
determined and also contains a table of 
constants for jewelry stones. 
+ @ 


Individual place settings of six in 
sterling silver, packed in attractive built- 


up chests, have been originated by ithe | 
Watson Co., silversmiths, Attleboro, Mass. | 


| 
| 
| 


Under the Watson plan the first setting | 
purchased by a customer is delivered in | 


a shallow covered chest, finished in 
mahogany and lined in burgundy velve- 
teen, with a covering of eggshell satin. 
‘The second purchase will be delivered in 
a flared tray to form the bottom of the 


built-up chest, so designed that the cov- | 
All future | 


ered tray nests firmly into it. 
settings will be delivered in straight 
sided trays constructed to match and fit 
into the chest. A new folder, “The Wat- 
son Way to Acquire Your Sterling,” has 
been prepared by the concern for dis- 
tribution to retailers’ customers. 
* * * 


The Wiesen-Hart advertising service, 


widely used among credit jewelers, will 
have an interesting exhibit at the forth- 
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coming convention of the National Aggo. 
ciation of Credit Jewelers in Chicago 


from Sept. 11 to 15. The concern yijlj 
show plans for a progressive campaign 
of anniversary, fall and holiday diregy 
advertising. 

: * * 

‘The Hadley Co., Providence, R. L,, ap- 
nounced last month that it is now offer. 
ing a line of waldemar chains through 
wholesale distributors who will soon show 
them to the trade. Heretofore the Hac'ey 
concern has devoted its entire activities 
to the manufacture of watch attachments. 
‘lhe new Hadley waldemars are made in 
1/20 12 karat gold filled and according 
to the announcement 48 designs are in- 
cluded in the line. 

* * * 


A. Jaffe & Son, Inc., manufacturers of 
diamond platinum jewelry, New York, 
are preparing an attractive diamond 
jewelry booklet showing the concern’s 
latest fall creations. This booklet will 
be ready for distribution this month and 
copies will be available to jewelers on 


request. 
* * * 


The Phalor Watch Co., Paul Rosen- 
berg manager, Chicago, announces that 
it will market its new line of distinctive 
and modernly styled timepieces for men 
and women under the name of the Phalor 
watch. These watches, which according 
to the announcement, have been cased 
and electrically timed for accuracy in 
the concern’s Chicago shops, will be of- 
fered in individually styled boxes. 

* % co 


Coincident with the interest being 
shown in the modes of centuries past, 
Untermeyer, Robbins & Co., Inc., New 
York have designed a collection of 
“Renaissance reproduction” rings. More 
technically described as diamond cluster 
rings, “their center stones re-awaken the 
seemingly everlasting appeal of ame- 
thysts, opals and garnets,” says the firm's 
announcement. 

* * 

The Kensington line for fall and holi- 
day seasons will be advertised in an im- 
pressive list of consumer publications, 
including House and Garden, House 
Beautiful, American Home, Time and 
Esquire. In-some of these publications 
Kensington, Inc.’s consistent schedule is 
now in its fifth year. <A “cat’s cradle” 
billfold will be among the attractive new 
merchandise featured. 





Where to Buy 
DOMESTIC 
China and Glass 
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LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 


LE OOK 
LENOX, INC. 


HAWKES CRYSTAL 
GLASSWARE 


for discriminating 


people—WRITE 
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Testing Lathe Chucks; Turning With Hand-Tools 


(Continuing “The Development of Skill in Using Watchmakers’ Tools”) 
by JOHN J. BOWMAN 


Chairman, Educational Committee, The Horological Institute of America 
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lr a piece of work, placed in 
a split chuck according to the rules explained in the article 
of this series in our August issue, cannot be made to run 
true, the chuck should be tested for trueness, to settle the 
question whether the chuck or the work itself is at fault. 
It is possible that certain parts of a balance staff, for 
example, might not be true with each other. Then one 
part would run untrue even in a true chuck. So it is 
useful to have a chuck testing instrument; and easy and 
inexpensive to make one. For watchmaker’s use, the 
home-made device to be described will serve quite as well 
as the tools for the same purpose sold for toolmakers’ use 
at from five to fifteen dollars. This chuck tester may be 
made at a cost of a few cents for material and perhaps 
two or three hours’ time. If the tester shows a chuck to 
be true, then a piece of work that will not run true in it 
should be thrown away; and not the chuck. 
MAKING THE CHUCK TESTER 
In a piece of round iron or steel about one inch long 
and the same diameter as the stem of your T-rest, saw a 
slot through its lengthwise center, about a half inch in 
depth. In Fig. 1, this part of the device is shown at A. 
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Into the sawed slot, fit a piece of flattened clock main- 
spring, shaped somewhat like B, Fig. 1, with a hole 
drilled in the upper part, of size shown in the sketch. 
This spring must be fastened in the stem-piece, either 
by rivets, screws, or soft solder. This is to hold another 
part described below. 

Now look at Fig. 2. Since exact dimensions are un- 
important, the sketch may be taken as showing the parts 
full-size. A piece of round steel rod about eight inches 
long from A to B (shown “broken” in the sketch to fit 
into the width of the column) has a point turned on at 
the end B; and at A is a pointed head into which the rod 
is fitted, either screwed or driven into a hole in the flat 
side of the head. This head must be of hardened steel, 
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tempered yellow, and with its point ground and polished. 
The rod A-B is not to be hardened. At C a steel collar, 
unhardened, is slipped on the rod, fastened by drilling a 
hole through collar and rod, with a steel pin, D, fitted 
tight through the hole and left projecting about a quarter 














Fig. 2 


inch beyond the collar. The front end of the collar is 
turned tapered, to meet the rod. In Fig. 2, the tester is 
shown complete, with the holder E in position for using 
the tool. 

USING THE CHUCK TESTER 

In use, the stem E, Fig. 2, is placed in the socket of the 
T-rest ; the chuck to be tested is in the lathe head, drawn 
up just enough so that its hole is perfectly round—no 
more. Now set the T-rest so that point A is in the chuck 
hole, held there, by the spring on E, lightly but without 
any play. The rod A-B must stand parallel to the lathe 
bed. ‘Touch the wire D with a finger to prevent the rod 
turning; run the lathe slowly; watch the point B. If the 
point stands stationary, the chuck is true. If the point 
“‘wabbles,” the chuck is untrue, provided of course that 
the corners of the jaws at the chuck holes are not marred. 
If they are, or if the fronts of the chuck jaws are seen to 
run untrue, then the hole may be true even though the 
tester point wabbles. In this case, test this chuck further, 
by placing in it a piece of metal turned true and of exact 
size of the chuck hole, with a clean center turned in its 
end into which place the tester point A, Fig. 2, and pro- 
ceed as before. 

The principle of this tester is that even a slight error 
of trueness is multiplied, by the lever-length C-B, so that 
it is easily seen at B. With it, a test can be made much 
more quickly than in any other way; and, since almost all 
chucks have jaw-faces true with their holes, it is very 
seldom necessary to follow up with the further test ex- 
plained in the paragraph above. 

Having made the tester, it is good management to use 
it immediately on one’s entire set of chucks, then replace 
any found untrue. This avoids the chance of finding a 
chuck untrue perhaps in the midst of doing a job, after 
part of the work is done which would be wasted. Always 
test any new chucks before placing them in the set. It will 

(Please turn to page 157) 
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Testing Lathe Chucks 


(From page 155) 


then remain only to make a test when for any reason it 
is suspected that a chuck has become untrue during use. 


HAND GRAVERS FOR LATHE WORK 


For turning on the lathe, which is forming work with 
a single-point cutting tool, in contradistinction with 
grinding, milling, etc., the principal means used are (1) 
hand-held tools—‘‘gravers’; and (2) tools of somewhat 
similar form, but held and moved by a slide-rest. Each 
of these has advantages, and each is more suitable for some 
kinds of work than the other. 

The slide rest applies leverage to the cutting tool, 
through (1) the screw that moves the tool carriage, and 
(2) through the crank that turns the screw. This multi- 
plication of the power of the fingers gives the slide rest 
advantage for doing larger and heavier work than, for ex- 
ample, staff turning; the tool cuts faster than a hand 
graver, and fatigue is lessened. Besides, the slides that 
guide the cutting tool reproduce their straightness on the 
work, or may be set to produce a definite taper on work 
when required. Details of how to use the slide rest will 
be taken up later; what we will take up first will be the 
use of hand gravers. 

Hand gravers are better than the slide rest for turning 
small, light work like staffs and pivots, doing jewel set- 
ting, and the like, in which there is no need for heavy 


A B 


Fig. 3. 


pressure of tool to work, but where in fact this would be 
apt to break delicate parts. Again, when several different 
tools are needed on the same job, gravers may be picked 
up and used quickly ; whereas slide rest tools must each be 
set in the tool post before using, which consumes consid- 
erable time. 

Turning gravers as sold by dealers are of two principal 
forms: “square” and “lozenge.” These terms refer to the 
cross-section shapes of the gravers. A square graver if cut 
through its length would appear as at A, and a lozenge 
graver as at B, Fig. 3. 

In each of these shapes, gravers are obtainable in sizes 
numbered from 0 to 12, higher numbers indicating larger 
gravers. The sizes most useful are from No. 3 to No. 6 
inclusive. Smaller sizes than No. 3 are too light and slim 
to handle well; and larger than No. 6 feel clumsy in 
working, and require unnecessarily long time to sharpen 
when dulled or broken at the point. 

Gravers as bought are not ready for use. The face and 
sides of the cutting end must be ground and stoned to 
produce a keen cutting edge. This stoning must be re- 
peated frequently anyway to keep the to@kesharp while 
using it, which may be why graver makers do not furnish 
tools ready sharpened. 

The proper shaping and sharpening of a graver for all- 
‘round use will be explained first. Some workmen keep 
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a set of gravers with special and different forms of point 
for turning square shoulders, curves, tapers, etc.; others 
use one form for practically all kinds of work. The argu- 
ment for the latter is mainly simplicity of equipment—hav- 
ing one tool for many uses instead of having numerous 
tools to pick up and keep in shape. Special gravers will be 
discussed later; the one form of point for practically uni- 
versal use will be considered now. 

Nearly all turning should be done with the square 
graver. The lozenge graver is limited to use for working 
in angular spaces that require a long point, like centers in 
cement brasses, undercuts, etc. For most work, the longer 
point of the lozenge graver is too delicate and easily 
broken. 

In Fig. 4 is shown (side view) a square graver with 
four different sharpening effects. A is ground with a short 


A. al A 






































Fig. 4. 


point; B with a long point. Both of these are meant to 
show faulty forms. A graver like A does not present its 
cutting edge properly to the work; it has to be held too 
vertically, and acts somewhat like a dull graver, even 
though its edge be sharp. One like B, the opposite ex- 
treme, has a long, slim point that is too easily broken. This 
form has to be held too nearly horizontally to feel right 
in the hand, and to be controlled easily in use. 

The graver at C, with its face ground at an angle of 
about 45 degrees to its length, is a compromise between 
the two extremes of A and B, and is correct for general 
use. ‘That being understood as the correct form, let us 
now see in detail how to grind a graver quickly to form 
and then to stone the ground surfaces, to produce keen 
cutting edges where the surfaces meet. 


GRINDING AND SHARPENING GRAVERS 


Quick grinding may be done with either a rotary abra- 
sive wheel or a flat abrasive stone. These can be of 
artificial material like India oilstone, or soft natural stone 
such as Washita oilstone. The first mentioned is prefer- 
able; it wears longer without needing re-dressing to keep 
it flat. As to choice between a wheel or a flat stone, since 
a flat stone must be kept anyhow for other uses, it is 
unnecessary to add a wheel to one’s equipment. Used skill- 
fully, the flat stone can do better work than a wheel; 
and sometimes after grinding on a wheel the work has 
to be finished on a flat stone anyhow. 

Spread plenty of oil on the stone, to float the particles 
of steel from the grinding, so that they do not clog the 
grain of the stone. Hold the graver with fingers close to 
the stone; this will keep the work flat as it is moved while 
being ground. Use long strokes at first; shorten them as 

(Please turn to page 159) 
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Testing Lathe Chucks 


(From page 157) 


the job approaches completion. Some workmen use a clamp 
device for holding the graver flat against the stone. Others 
do not, saying that this is a “confession” of unskillfulness. 
It is true that a competent watchmaker has skill more 
than equal to grinding gravers without this tool, so that 
the tool is superfluous; besides, it takes time to set a 
graver up in the clamp every time it has to be sharpened, 
which is quite often; time may be saved by not using the 
tool. 

The first thing to do is to grind, on the graver end, a 
perfectly flat face at an angle of 45 degrees (Fig. +, C). 
Judging this “by eye” is not difficult for most of us; but 
if it is, use a piece of flat metal with a 45 degree notch 
filed in it, or a gage. 

But remember that the ground face must be dead-flat ; 
only so can efficient cutting edges be produced. The effect 
of an unworkmanlike job of graver grinding is indicated 
in Fig. 5. Sloppily rounded corners on the face of a 


A 


Fig. 5. 


graver will produce a dull cutting edge as at A; but faces 
ground dead flat over the entire area are required to pro- 
duce the keen cutting edge shown at B. Getting a flat 
surface here, as in flat-lapping of watch parts, requires 
keeping the finger-pressures, and hand and arm motions, 
yielding, sensitive and flexible enough to avoid “rocking” 
the graver on the stone. An instinctive sense of touch 
must be acquired, by practice, making it easy to keep the 
face of the work flat against the stone, to transfer the 
flatness of the stone exactly to the work. Make no mis- 
take about this: Quick profitable lathe work cannot be 
done without gravers shaped and sharpened as well and 
carefully as is being explained here. Many a man won- 
ders why he has so much trouble with staff and pivot 
work, when this is due to slovenly kept gravers; yet such 
a chap is the one who might say that we are “making too 
much fuss about a little matter,” in going thoroughly into 
how to shape and sharpen turning gravers. 

After the front face of the graver is dead flat, the two 
sides that meet the face at the point, must be faced down 
on the stone to smooth out the roughness left by the grind- 
stone of the graver maker. Where this is to be done is 
shown at D, Fig. 4. In the sketch, however, the angle 
of this facing off, as shown, is exaggerated, to make fully 
plain how the facing puts a supporting effect under the 
point and cutting edges of the graver, making these much 
less apt to break under the strain of work. This under- 
stood, it is now added that the actual angular slope of 
the faced surface should not be more than about half of 
that shown in the illustration. 

Now the graver is shaped ready for the sharpening, 
which amounts to smooth-stoning the surfaces already 
ground, so that where they meet there will be keen cut- 
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ting edges, of a character that wiil not only cut well but 
will maintain their sharpness for the longest possible time 
while in use. Many substances have been tried and are 
used for this purpose; but out of all of this experience 
there has emerged one that is undoubtedly best, which is 
“hard Arkansas” oilstone. Some other stones, both arti- 
ficial and natural, produce a finish that looks fine, but do 
not produce an edge that cuts as well and lasts as long as 
hard Arkansas stone does. This is a quarried natural 
stone, white when new, and hard enough to keep its 
shape for a long time without needing dressing down to 
a new surface. A stone not less than six inches long is 
advisable, to allow strokes of a length to cut reasonably 
fast. Plenty of oil should be used—a good brand of sew- 
ing machine or lathe oil—and the stone should occa- 
sionally be washed with gasoline. When the stone, by 
long use, shows wear in places, it may be restored to flat- 
ness by rubbing it on a flat piece of cast iron, marble or 
plate glass, with medium grain emery and water. 

In sharpening a graver, rub it on the hard Arkansas 
oilstone the same way as explained for grinding it, until 
all the coarse marks of grinding are smoothed out. Then 
the edges will have the required cutting and lasting qual- 
ities. But even so, gravers must be sharpened again when- 
ever a slowing down of their cutting ability is noticed. It 
is a temptation always, but is poor economy, to delay 
sharpening a graver to “save time” while working. This 
might be stated axiomatically as: “every minute spent 
sharpening saves ten in turning.” 

If a graver, however, seems to need sharpening too 
often, it is possible that its steel is too soft. In any lot of 
gravers, one or more may have been accidentally tempered 
too soft, for turning the blue-tempered steel used for 
staffs. You may choose between throwing such a tool 
away, or re-hardening it and tempering it to a very light 
yellow color. 

Watchmakers in high-class positions, who have to do a 
great deal of staff turning for fine watches, sometimes 
find a graver, among a lot of them, that has very unusual 
cutting qualities. Fine crucible steel is “temperamental” 
—a piece may happen to be exceptional; and the wise 
workman who finds a graver of rare quality will treasure 
it and keep it for particular work, like turning steel of 
unusually high temper, and will use other gravers for 
ordinary work. 


Old World Combines Modern Movements with 
Period Clock Reproductions 


Lonvon.—Period clocks with modern movements are 
being featured this season by European jewelers. 

Here, jewelers are making big displays of these clocks 
which are suggested as most suitable for Christmas pres- 
ents and as wedding presents for the winter bride. 

Clocks copied from the master craftsmen of the Seven- 
teenth and Eighteenth Centuries have a history of the 
designer pasted inside the door at the back. Tompion, 
Quare, Knibb, East and other masters of their craft are 
represented in a beautiful selection displayed by the Gold- 
smiths and Silversmiths Company. 

Most of these clocks are made on a small scale and all 
have modern movements. There is a baby grandfather 
clock, for instance, with Westminster chimes, suitable 
for the small bungalow or flat. 
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WORKSHOP NOTES & QUIERES 


IVE QUESTIONS—(a) What is the best way to 

polish flat brass, such as tops of jewel settings, etc. ? 

(b) What timekeeping accuracy is it fair to guaran- 
tee in a German 400-day clock? Will it keep time the 
same during the first six months as during the last six 
months of one winding? 

(c) What is the most practical “‘fiddle-bow” pivot 
polishing lathe to use—a Dorrington tool, or a Jacot 
tool? Are both equally good for straightening pivots? 

(d) When I have removed rust from a steel part, and 
it forms again after a few weeks’ time at the same points 
where the rust had been before cleaning, what treatment 
tan this be given to prevent it? 

(e) To settle an argument, please tell what is the 
proper way to adjust a lever escapement by angular test 
(Elgin type), as a watchmaker says this should be done 
without contact of tooth and pallet; but I have been 
doing it with slight contact of tooth and pallet. (Ques- 
tion No. 5141.) M. F. 


Answer—(a) The uncut side of a burnishing file is 
the most available means to use for flat polishing on brass, 
gold, etc. “The work should be held on finger-tip covered 
with hard-finished tissue paper, and moved over the steel 
lap-surface, using moderate pressure. A flat rap of jasper 
stone may be used also, and is preferable if one has a 
great deal of this work to do. 

(b) The principle (torsion pendulum) used in these 
clocks is not one that will give accurate timekeeping re- 
sults. Such clocks should never be expected to keep time 
as well as those with ordinary pendulums do. But the 
difference cannot fairly be stated as a definite number of 
minutes per week; torsion pendulum clocks, as well as 
others, vary even with each other in accuracy. There will 
be a difference in timekeeping rate, during the first and 
last halves of a year’s run in these clocks, due to the dif- 
ference in motive power of the spring, which is heavy 
necessarily. 

(c) The Dorrington tool is really a modification of 
the older Jacot lathe. The difference is that the Jacot 
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lathe was designed to use for forming pivots in connec- 
tion with the old fiddle-bow turning lathe; but the Dor- 
rington lathe was more recently designed, to use in con- 
nection with the modern watchmakers’ lathe, and there- 
fore does not need certain parts of the Jacot tool, and 
may be bought for about one-fourth the price of a Jacot 
tool. For alterations and repolishing of balance staff piv- 
ots, the Dorrington tool is preferable to the Jacot. For 
straightening bent pivots, the Jacot tool is better. 

(d) The reason rust is apt to reappear as you say it 
does, is that the spots formerly rusted from which you re- 
moved rust, are left without the original polish or other 
finish on their surfaces. This makes them especially liable 
to rust again. Evidently you have removed rust but have 
not ground out the rust-pits and then repolished the steel 
surface; the latter is the only way you can reduce the 
liability to rust. Of course you could apply oil to the part 
to protect steel from rust; but this would in most cases 
be undesirable for appearance sake. 

(e) In using terms describing escapement work, it is 
sometimes important to understand which authority’s 
terms are meant; because these are by no means “‘stard- 
ardized.” Assuming that your query is stated in the 
terms used in T.. J. Wilkinson’s works on the lever es- 
capement, the answer to your question would be as fol- 
lows: when an escapement of Elgin type is given the an- 
gular test, a correct matching of parts would be indicated 
when the heel of escape wheel tooth is left slightly in con- 
tact with the let-off corner of pallet stone. 


OLLER JEWEL—I have an Elgin 12-size watch 

that was given me for cleaning only; nothing broken 
in it. After cleaning, I found it couldn’t be regulated to 
time; it gained a good deal, but gain was irregular. Ex- 
amining the escapement, I discovered that the roller 
jewel would often strike the outside of fork instead of 
stopping and reversing direction. What is correct remedy 


for this? (Question No. 5142.) D. S. M. 


Answer—The fault you have cbserved is ‘“rebank- 
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ing.” It is caused by an excess of motive power. Some- 
one has evidently put in a mainspring that is too strong. 
This spring, when wound fully and for the first portion 
of its run, drives the balance around so far at each beat 
that the roller jewel strikes and rebounds from the out- 
side of the fork horn, which destroys control of time of 
vibrations by the hairspring. The thing to do is to put in 
a weaker mainspring, of whatever strength will cause the 
balance to travel around an average distance of one and 
a quarter turns. That is, it may go a little more than 
above stated when mainspring is fully wound, and a little 
less when partly run down. 


THACA CALENDAR—When was the Ithaca Cal- 
endar Clock Co. in business? And can you suggest 
dealers who might be interested in buying one of their 
clocks, or other old American clocks? (Question No. 


5143.) J. McG. 


Answer—The Ithaca Calendar Clock Co. was in 
business in Ithaca, N. Y., from 1865 to 1914. We sug- 
gest offering old American clocks for sale to Mr. H. A. 
Lewis, 1 Church St., New York City, and to Mr. J. E. 
Coleman, 50 Arcade, Nashville, Tenn. 


HUNDERSTORMS’ EFFECT — What the 
truth about mainsprings breaking during thunder- 
storms? Many jewelers seem to believe this. (Question 


No. 5144.) V. F. 


Answer—lIt is often argued that electric storms are 
a cause of breakage of mainsprings. But proof of this re- 
quires more than just the observed fact that mainsprings 
break during thunderstorms. It may also be observed that 
(for example, by noting what happens for a year to all 
the watches on a certain repair-rack) during many storms 
no mainsprings break. So occasional breakages during 
storms cannot be said to prove anything. ‘Those who 
argue for storms as a cause would have to present a rea- 
sonable explanation—a scientific explanation—to rein- 
force their contention. This explanation would have to 
be such as would be acceptable to metallurgists generally, 
who are our authorities on the physical nature and be- 
havior of metals. Until this is done, your question cannot 
be considered answerable, beyond argument. 


is 


ITCH IRREGULARITIY—In reading about 
watchmakers’ tools, I came across a statement that if 
there is an irregularity in the teeth of a watch wheel, this 
cannot be corrected by using a rounding-up tool. Is this 
so, and if it is, what can be used for the above purpose? 


(Question No. 5145.) A. A. 


Answer—The statement you quote is true of the 
rounding-up tool in connection with one kind of irregu- 
larity—an irregularity of “pitch” in wheel teeth. This 
would mean lack of uniformity in distance between the 
centers of adjacent teeth, measured around the circumfer- 
ence of the wheel. The spaces between teeth and the 
widths of teeth would not be uniform around the wheel. 

The rounding-up tool will correct teeth when some 
are longer than others; or it will make true a wheel 
slightly out of true, by milling the tops of the teeth all 
down to uniform length. But any irregularities of pitch 
will remain. The latter, if not too great, may be cor- 
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rected by using the Ingold fraise. This tool also imparts 
to the acting portions of wheel teeth a good form (pro- 
file) and finish, The “grain” of surface left by the 
fraise cutter follows the form of the tooth profile, instead 
of running across at right angles to the profile, as the 
grain is necessarily left by a wheel cutter or rounding-up 
cutter. 


LD LATHE—I have an old lathe that has me 
puzzled about who is the maker. The bed pedestal 
is stamped “Hopkins Watch Tool Co.”; the bed is 
stamped “G. Boley.” Another part has “Waltham, 
Mass.” on it. Can you inform me? (Question No. 


5146.) H. H. H. 


Answer—Evidently your lathe was assembled by 
someone out of parts of several different makes. The 
Hopkins Watch Tool Co. was in business for a short 
time around 1880 at Waltham, Mass.; tse G. Boley fac- 
tory is at Esslingen, Germany. After tiie Hopkins Co. 
went out of business, some of their tools were made for 
a while by Hardinge Bros. of Chicago, Ill. The Boley 
factory is now one of the largest makers of watchmakers’ 
lathes in Europe. 


TANDARD PARTS—Aren’t watch factories sup- 
posed to make material standardized so that parts 
will fit their watches? Or when they do not fit is that 
proof that the material dealer has furnished imitation 
material in place of genuine factory-made parts? (Ques- 


No. 5144.) V. F. 


Answer—American watch factories make material 
(repair parts) standardized to the measurements fol- 
lowed in the original design and manufacture of each 
model of their watches. If every watch that comes in for 
repairs were in condition the same as when new, except 
the part that needs replacing, then a genuine piece of ma- 
terial should fit the other parts and work satisfactorily 
with them, provided the watch is of a make in which 
standardization is successfully followed. It must be rec- 
ognized, however, that watch factories differ in the de- 
gree of accuracy with which standardization is accom- 
plished. In some makes of watches, parts are made more 
uniform in dimensions than in others. In watches the 
makers of which do not follow uniformity closely there 
may be considerably alteration needed to make even their 
genuine material fit accurately. Again, there are millions 
of watches in use, the makers of which have long been 
out of business. Material stocks for these may include 
items not made by the defunct factory, but by a specialist 
in manufacturing repair parts. These parts may not ad- 
here closely to original standard measurements, and re- 
quire alterations to fit them properly. 

And even with watches of highly standardized makes, 
for which there are full stocks of genuine material on 
hand, the latter may not fit for a reason that has nothing 
to do with standardization. In repairing a watch prior 
to your having it to do, someone else may have made 
some alterations on a certain part; now another part 
needing replacement will not fit to work with the altered 
part, unless altered, even if genuine and of correct star:d- 
ard dimensions. Sometimes, too, wear alters original 
parts, requiring alteration of new parts, or making new 
parts outright, to fit and work with the worn parts. 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 








FIRST CLASS general letter engraver on 
gold and silver; references. Address 
“H., 8789,’ care Jewelers’ Circular- 
Keystone. 


ENGRAVER, experienced letter, :mnono- 
grams, inscriptions and some heraldic; 
25 years’ experience. Address “B., 
8858,” care Jewelers’ Circular-Keystone. 





EXPERIENCED jewelry engraver, de- 
sires position; reference furnished. Ad- 
dress ‘‘W.. 8749,’ care Jewelers’ Cir- 
cular-Keystone. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, IIl. 


WATCHMAKER, young man, experi- 
enced, desires position; prefer Middle 
West or South. Address ‘‘E., 8818,’ 
care Jewelers’ Circular-Keystone. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver, 25 years’ experience; 
best references. Address ‘“D., 8817," 
care Jewelers’ Circular-Keystone. 





DIAMOND SETTER, exceptional ability 
on every type of work: excellent refer- 
ences. Address “C., 8822,’’ care Jewel- 
ers’ Circular-Keystone. 


BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 


STENOGRAPHERS, 


EXPERT MANAGER for modern credit 
store; actual experience along every 
conceivable branch has prepared this 
young executive for you. Address “F., 
8861,” care Jewelers’ Circular-Keystone. 





SUPER-SALESMAN, one who “has what 
it takes,” seeks position in recognized 
store; exceptional ability on diamonds 
and watches. Address “E., 8862,” care 
Jewelers’ Circular-Keystone. 





GOOD MAN available for active loan 
office; appraiser and salesman of out- 
standing ability; first-class reference: 
available at once. Address “G., 8860,” 
eare Jewelers’ Circular-Keystone. 





DETROIT job wanted by credit minded 
executive, in capacity as store man- 
ager; man of very unusual ability; ex- 
cellent background. Address “_)>., 
8859,” care Jewelers’ Circular-Keystone. 





EXPERIENCED watchmaker, bracelets, 
railroad, if desired other work, take 
charge; references; neat workman; 
sober; American; permanent; 40. Op- 
tico, Box 376, Holyoke, Mass. 





SALESMAN available for active install- 
ment jewelry store; man of admirable 
qualities and excellent background. 
Address ‘“‘L., 8794,’’ care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, Elgin trained, experi- 
enced on all grades of watches and 
clocks; vicinity of New York. Address 
“P., 8801,’ care Jewelers’ Circular- 
Keystone. 





ENGRAVER and jewelry saleslady, fine 
letterer on gold and silver, desires to 
make connection with reputable jewelry 
establishment. Address ‘‘C., 8814,’’ care 
Jewelers’ Circular-Keystone. 





DIAMOND ASSORTER, experienced, also 
good knowledge in mounting bunch rings 
and platinum jewelry; good reputation; 
best references. Address ‘‘R., 8803,’’ care 
Jewelers’ Circular-Keystone. 








WATCHMAKER’S ASSISTANT; compe- 
tent young man with three years’ retail 
store experience; references; prefers 
New York City employment. J. Fix- 
man, 1985 Crotona Ave., Bronx, N. Y. 





HIGH GRADE watchmaker, expert on all 
sizes, 15 years’ experience, sales ability; 
fine references; nice appearance; New 
York vicinity. Address ‘‘D., 8824,’’ care 
Jewelers’ Circular-Keystone. 


lrIRST CLASS watchmaker, 12 years’ ex- 

perience on baguette, railroad and 
complicated watches; wait on _ trade, 
take charge. J. Danikow, 1652 N. 
12% St., Terre Haute, Ind. 





FIRST CLASS engraver, watchmaker and 
jeweler; good reference; reasonable 
salary: 25 years’ experience. Address 
“H., 8753," care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, expert on Swiss and 
American, light jewelry repairing, sales- 
man; number of years experience; best 
of references; credit store experience. 
Address ‘“T., 8809,’’ care Jewelers’ Cir- 
cular-Keystone. 








WATCHMAKER, jeweler and en . 
desires position within 20 miles ‘tea 
of Alexandria, Indiana; exp rienced 
Bradley graduate. R. Tomlinson 206 
Monroe Ave., Peoria Heights, I, ’ 





SALESMAN or benchman with over 25 
years’ experience in all branches be 
retail jewelry business, wishes connec. 
tion in New England. Address “yy 
8738,’’ care Jewelers’ Circular-Keystone 





MANAGER, 15 years’ specialized and suc. 
cessful experience in all branches of the 
ercdit business; immediate satisfactory 
results assured. Address ‘M., 8743.” 
care Jewelers’ Circular-Keystone. , 





FIRST CLASS watchmaker at present 
employed, 15 years in one place, desires 
to make change, within 25 miles radius 
of New York City. Address ‘“A., 8686.” 
care Jewelers’ Circular, ‘ 








YOUNG LADY, bookkeeper, thoroughly 
experienced in the jewelry manufac- 
turing line; capable of taking full 
charge of office. Address “M., 8714,” 
care Jewelers’ Circular-Keystone. 








DIAMOND MAN, 10 years’ experience, 
loose and mounted, capable assorting 
also buying, some road experience, ex- 
cellent references. Address “A., 8082,” 
care Jewelers’ Circular-Keyston-. 





ATTENTION, credit jewelers; I offer 14 
years’ credit experience as salesman 
and window trimmer for position with 
opportunity; formerly employed by 
large New York chain. Address “A., 
8857,” care Jewelers’ Circular-eystone 


CREDIT JEWELRY; the services of a 
reliable, well trained salesman = are 
available; one who knows all details 
of the business; 10 years’ active experi- 
ence; well recommended. Address “L., 
8865,” care Jewelers’ Circular-Keystone. 





MANUFACTURING JEWELER and set 
ter; well trained; background; capable 
designing to finishing; wants perma- 
nent position with reliable concern: 
have tools; references. Address “P.. 
8867,” care Jewelers’ Circular-Keystone. 





HEAD BOOKKEFPER, full charge, an 
asset to any organization requiring the 
services of a highly efficient dependable 
worker; excellent references. Address 
“H1., 8808,’ care Jewelers’ Circular- 
Keystone. 





WATCHMAKER who wants to advance 
himself in the jewelry business, ability 
unqucstionable; now employed; young 
and unmarried; go anywhere; will start 
at $40 a week. Address “D., 8853,” 
care Jewelers’ Circular-Keystone. 





YOUNG LADY, bookkeeper, stenographer, 
thoroughly experienced in diamonds, 
precious stones and jewelry manufac- 
turing; capable taking full charge of 
office; best references. Address ‘“‘E., 
8854,’’ care Jewelers’ Circular-Keystone.- 





ENGRAVER, of many years’ experience 
in high grade stores, desires position; 
fine monograms, inscriptions and letter- 
ing; East; Al_ reference. Address 
“Gotham, 8856,’’ care Jewelers’ Circu-: 
lar-Keystone. 





MANAGER, young man, six years’ inten- 
sive managerial experience, seeks simi- 
lar position; excellent record; capable; 
complete charge all phases; aggressive; 
gets things done; pleasing personality; 
references. Address “F., 8636,’’ care 
Jewelers’ Circular-Keystone. 
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WATCHMAKER and light jeweler; grad- 
uate of horologist school; three years’ 
experience in store as watchmaker and 
salesman; 26 years of age; good refer- 
ences; Will go anywhere. Address “'G., 
gg79,”, care Jewelers’ Circular-Keystone. 





YOUNG WOMAN, 12 years’ experience 
ring manufacturer, capable taking full 
charge factory gold office; stock, special 


orders, records, repairs, ete. Address 
“E., 8826,’’ care Jewelers’ Circular-Key- 
stone. 





SALESMAN, 38, single, Gentile, car, road 
or city; experienced retailers-jobbers ; 
excellent record; highly recommended ; 
present employed ; salary or commis- 
sion. Address “F., 8660,” care Jewelers’ 
Circular-Keystone. 





EXPERT WATCHMAKER, front man; 
age 40, neat appearing; fast, accurate, 


close timing and position rating: light 
jewelry repairing; salary $35. Address 
“G., 8577," care Jewelers’ Circular- 
Keystone. 





SALESMAN, experienced, retail, cash or 
credit; young, ambitious; can estimate 
watch and jewelry repairs, buy old 
gold; highest references; location no 
object. Address ‘‘P., 8619,’’ care Jewel- 
ers’ Circular-Keystone. 


HIGH TYPE retail credit jewelry sales- 

man, seeks permanent sales. position 
with reliable credit jewelry store; best 
references; age 30; married. Address 
“C., 8731,’ care Jewelers’ Circular- 
Keystone, 





WATCHMAKER AND 
grade workman, 18 
at bench; married; 
desives permanent 
Address ‘‘W,” 
418 Elk Ave., 


JEWELER, high 
years’ experience 
best of references, 
position; at once. 
care Faust Jewelry Co., 
Elizabethton, Tenn. 





YOUNG MAN, age 26, competent, indus- 


trious: experienced watch’ importing 
line, desires connection with reputable 
importing or jobbing concern; further 


details at interview. Address ‘‘L., 8745,’’ 


Jewelers’ Cirecular-Keystone. 


YOUNG MAN—good optician, have own 
shop equipment, consisting of ¢«dging 
machine, drill, axis marker, tools, etc., 
available immediately. Address “B., 
8751,’ care Jewelers’ Circular-Key- 
Keystone. 





SECRETARY - STENOGRAPHER, young 
woman, thorough knowledge of whole- 
sale watch line; capable. attractive, ex- 
perienced in office details, switchboard 
and selling: references. Address ‘‘K., 
8764,’’ care Jewelers’ Circular-Keystone. 





YOUNG MAN, desirous learning jewelry 
business, seeks connection with retail, 
wholesale, or manufacturing concern; 
New York or vicinity; reference. Ad- 





dress “V., 8776,’ care Jewelers’ Cir- 
cular-Keystone. 
JEWELRY BUYER, order department 


manager, 15 years’ experience, in large 
Fifth Ave. retail and catalog house; 
best of references; nominal salary. Ad- 
dress ‘“*X., 8883,’’ care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, estimator, long experi- 
ence; also optician, capable waiting on 
finest clientele, clean cut, good appear- 
ance, desires position with progressive 
house. Address ‘‘A., 8823,’’ care Jewel- 
ers’ Circular-Keystone. 





ATTENTION South or 


West; diamond 
setter absolutely first class on all kinds 
diamond setting, wishes all year around 
position with a reliable house; willing 
to take charge of entire setting depart- 
ment. Address “D., 8732," care Jewel- 
ers’ Circular-Keystone. 





CREDIT 


JEWELRY SALESMAN, aged 
30, married, seeks permanent sales po- 
sition with reliable credit jewelry or- 
ganization; possess experience in the 
manufaciuring, Wholesale, retail and 
c-edit jewelry fields. Address “S., 
8746,”’ care Jewelers’ Circular-Keystone. 





CREDIT JEWELRY salesman, formerly 


with Detroit leading jewelers; 15 years 
experience in every department, credits, 
display, merchandising and selling; 38 
vears of age, married; will furnish ex- 
cellent references. Address Irving Moss, 
3021 Clements Ave., Detroit, Mich. 





YOUNG WOMAN, thoroughly experienced 


ROOKKEEPER, 


YOUNG 


diamonds, desires respon- 
established firm; capable 
taking charge books, stock, correspon- 
dence; efficient stenographer, depend- 
able. Address “O., 8797,’’ care Jewelers’ 
Circular-Keystone. 


jewelry and 
sible position 





stenographer, typist, 
young, intelligent, four years’ experi- 
ence, control accounts, receivable, pay- 
able, notes, tax reports, desires position 
with advancement; salary $18.00 start; 
excellent references. Elsie Seltzer, 672 
Beck St., Bronx, N. Y. 


MAN, married, seven years’ ex- 
perience with jobber and_ wholesaler, 
seeks to better himself; desires position 
with high grade house offering oppor- 
tunity for advancement; excellent ref- 
erences. Apply ‘‘V., 8811’ care Jewelers’ 
Circular- Keystone. 


YOUNG LADY possessing excellent quali- 


Ss 


ALESMAN, 15 


for secretarial position; com- 
stenographer, correspondent, 


fications 
petent 


thorough knowledge bookkeeping; ex- 
perienced in jewelry line; good refer- 
ences. Address “F., 8820,’ care Jewel- 


ers’ Circular-Keystone. 





years’ experience, ac- 
Coast to Coast, jewelry job- 
bers, retailers, material houses, desires 
strong line, Chicago and neighboring 
territory where capable salesman is es- 
sential; small drawing. Address “G., 
8829,” care Jewelers’ Circular-Keystone. 


quainted 





WATCHMAKER, first class light jewelry 


~ 


and clock work; graduate of Bowman’s, 
nine years at the bench; salesman and 


window decorator; 28 years of age, 
single, now employed; good reference. 
Address Dabney S. Orr, Box 1087, Kil- 
gore, Texas. 





APABLE taking complete charge retail 


jewelry store; 10 years’ experience in 
merchandising, credit managing, selling 
and window trimming; excellent refer- 


ences; efficient and cooperative; now 
employed. Address ‘‘J., 8835,’ care 
Jewelers’ Circular-WKeystone. 





STORE MANAGER, 15 years’ experience 


with leading chains in successful con- 
structive credit store management, 
sales promotion and merchandising, 
seeks opening with aggressive organi- 
zation. Address “L., 8837,’’ care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER 


desires position with 
reliable house; a well trained mechanic, 
30 years’ experience, good on all grades, 
fast and accurate; store and factory 
experience; can assume full responsi- 
bility; Eastern States. Address ‘M., 
8839,"’ care Jewelers’ Circular-Keystone. 








INSTALLMENT jewelry manager; good 
background and experience, results un- 
usual as collection man; successful as 
sales promotion and outside crew man- 
ager; have handled clothing and acces- 
sories. Address ‘“‘N., 8840,” care Jewel- 
crs’ Circular-Keystone. 


MAN 33, thoroughly experienced in su- 
pervising credits, Al salesman, creative 
and original advertising ability, seeks 
connection with progressive credit 
jewelry house; successful past record. 
Address ‘‘C., 8850,’’ care Jewelers’ Cir- 
cular-Keystone. 


CERTIFIED WATCHMAKER H. I. A., 
20 years’ front experience, high-zrade 


mechanic, good appearance, married, 
wants permanent position ; prefer 


Northern or Eastern States; references. 
Address “Y., 8872,” care Jewelers’ Cir- 
cular-Keystone. 


YOUNG MAN, 10 years’ experience in 
jewelry trade; excellent references; can 
do watch repairing, wait on trade, 
dress windows; a real asset to any 
jeweler; prefer New York or vicinity. 
Address ‘‘E., 8785,’ care Jewelers’ Cir- 
cular-Keystone. 





A 1 WATCHMAKER, Swiss Amcrican, 
all sizes; fast, accurate timer, estima- 
tor; 20 years’ bench experience, desires 
permanent position; starting salary, $35; 
references; available short notice. 
Address “P., 8770,’’ care Jewelers’ Cir- 
cular-Keystone. 





Ls 


CAPABLE WATCHMAKER, age 30, neat 
appearance, especially good on baguette 


and railroad grade; can estimate on 
repair work and wait on trade; salary 
Address 


$30 per week; South preferred. 
w Was Circular- 


8748,” care Jewelers’ 
Keystone. 





COMPETENT diamond man open 
sponsible position; have 20 years’ diver- 
sified exp«rience, mainly selling; well 
acquainted with the trade and have the 
finest references obtainable. Address 
“K., 8757,"" care Jewelers’ Circular- 
Keystone. 


for re- 





MANAGER - BUYER, 


installment; 15 
years’ experience, A-1 salesman, cana- 
ble of taking complete charge credits, 
collections, trimming effective windows, 
advertising. sales promotion. Address 
“D., 8758," care Jewelers’ Circular- 
Keystone. 





— 


WOULD LIKE to make a change and 
would like to hear from anyone desiring 
a dependable watchmaker, sal¢sman, 
plain engraver. diamond setter, jewelry 
repairer; capabl~ of meeting the public; 
also experienced traveling watch in- 
spector; age 45; married; 24 years’ ex- 
perience. Address ‘‘Nebraska, 8762,” 
care Jewelers’ Circular-Keystone. 





MANAGER;; credit, 12 years’ watch- 
making experience, A-l salesman, 
effective window trimmer; 33 years 
old, speaks French, English; good 
references; New England preferred. 
Address “G., 8737,” care Jewelers’ 


Circular-Keystone. 





FIRST CLASS WATCHMAKER, desir‘s 
change October 15; first class on small 
baguettes and all others; have been 
railroad watch inspector 10 years; 
honest and sober, do not use tobacco 
in any form; have best of references; 
30 years’ experience; prefer Southern 
States. Address ‘“O., 8769,’ care 
Jewelers’ Circular-Keystone. 
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COMPETENT WATCHMAKER, en- 
graver, age 29, graduate of Bowman 
Technical School, desires position with 
first class retail firm that appreciates 
dependability and accuracy. Address 
“M., 8767,’’ care Jewelers’ Circular- 
Keystone. 





YOUNG LADY, full charge bookkeeper, 
excellent correspondent, 15 years’ ex- 
perience with manufacturing, wholesale 
and retail concerns, also perpetual in- 
ventory; wait on trade; special orders, 
repairs, ete. A-1 references. Address 
““A., 8750,’ care Jewelers’ Circular- 
Keystone. 





FIRST CLASS’ diamond _ setter and 
jewelry jobber, wishes steady position, 
either Coast preferred, splendid refer- 
ence; over 20 years’ experience; 12 
years with one firm, married, age 38; 
will consider partnership; employed at 
present. Address “B., 8781,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, jeweler, engraver and 
stone setter, desires permanent posi- 
tion; fast, thorough workman, 25 years’ 
experience; best of reference; capable 
of taking charge if necessary; $45 a 
week to start; all correspondence an- 
swered. Address _‘‘Watchmaker,’’ 46 
W. Michigan, Battle Creek, Mich. 





VERY ABLE MAN, married, wishes posi- 
tion with retail jewelry and silverware 
establishment; over 15 years’ experi- 
ence as salesman, manager, buyer, ap- 
praising, sales promotion, advertising, 
credits; assist or take full charge; 
traveled abroad; excellent references ; 
go anywhere. Address “K., 8866,” care 
Jewelers’ Circular-Keystone. 


FIRST CLASS jewelry and credit sales- 
man, can handle credits, collections 
turn-overs, complaints, inside and out- 
side display, advertising, contests; es- 
timate all kinds of repairs and mer- 
chandising; over 20 years’ experience; 
37 years old, married, can go anywhere. 
Address ‘A., 8848,’’ care Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER, engraver, jeweler, dia- 
mond setter, fully qualified, high grade 
combination workman, wishes to make 
change; thorough knowledge of the re- 
tail business; capable managing store 
or department; 20 years’ experience; 
‘complete equipment; please state your 
proposition fully; all replies will be an- 
swered and kept confidential. Address 
“O., 8838,’’ care Jewelers’ Circular- 
Keystone. 





DISSATISFIED with present connec- 
tion; a store manager of productive 
ability and remarkable background, 
awaits your reply to this ‘‘ad’’; he is 
absolutely equipped to prove himself 
a profitable addition to some live in- 
stallment jewelry firm, a firm which 
is very particular with the type people 
it employs; all replies held in confidence. 
Address ‘“W., 8777,’ care Jewelers’ 
Circular-Keystone. 





FIRST CLASS watchmaker, jeweler, 
plain engraver, Bradley trained, 10 
years’ practical experience, age 32, 
American, married; honest, reliable, can 
estimate and wait on trade; slightly 
crippled but neatness and pleasing per- 
sonality overcomes the handicap; wish 
permanent connection with reliable 
firm that wants a good workman over 
a period of years; references: salary 
$35.00; South only. Address ‘‘Y., 8779,’ 
care Jewelers’ Circular-Keystone. 


WATCHMAKER, 28 years of experience, 
all grades of watches, close timing, 
proper adjustments, clocks, light 
jewelry repairing, wishes position with 
reliable firm where good work is appre- 
ciated; New York or vicinity. Address 
“D., 8825,’’ care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, ENGRAVER, Elgin 
college trained; competent, aggressive 
young man, desires permanent position 
with good house; good on small watches, 
can handle estimating clock work, ring 
sizing; available October 1; no chain 
stores or credit houses need apply. Ad- 
dress ‘‘N., 8796," care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, age 27, salesman, book- 
keeper, clock repairing, credits and col- 
lections; am now working steadily and 
have for last six years, same _ store; 
desire change to larger store to special- 
ize on credit work; understand thor- 
oughly all phases of store detail; East 
only. Address ‘‘T., 8747,” care Jewel- 
ers’ Circular-Keysione. 








Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LOOSE AND MOUNTED = diamonds, 
semi-mounted mountings, also good 
novelty line for New York and Penn- 
sylvania States, traveling by car; have 
following; must be priced right. Ad- 
dress “G., 8761,’ care Jewelers’ Circu- 
lar-Keystone. 





RING OR MOUNTING lines; salesman 
covering Pacific coast territory 17 
years; large following better jewelers 
and installment houses; maintain San 
Francisco office; open all year. Address 
“L., 8766," care Jewelers’ Circular- 
Keystone. 


ONE OF THE BEST known salesmen 
traveling Middle West, headquarters 
in Chicago, calling on jobbers and 
large installment jewelers, is open 
for outstanding manufacturer’s line. 
Address “Circular 1185,” room 
1415, Heyworth Building, Chicago. 





ENGLISHMAN, financially stable; old 
established marketing lines to Eng- 
lish manufacturers and wholesalers, 
covering England; seeks additional 
lines (American) raw materials and 
finished products, which could be 
successfully marketed and developed. 
Address “S., 8771,” care Jewelers’ 


Cireular-Keystone. 








SALESMAN. well known, with good 
following in wholesale trade of Mid- 
dle West and South desires line for 
this territory; can accept now or De- 
cember Ist; commission basis; cor- 
respondence confidential; highest 
references. Address “Circular 1184” 
Room 1415 Heyworth Building, Chi- 


cago. 








Side Lines. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN WANTED for manufactur- 
er’s popular-priced semi-mounted dia- 
mond platinum line, for Middle West 
and Coast. Address “P., 8881,” care 
Jewelers’ Circular-Keystone. 








YOUNG MAN to carry small side line of 
new and different gold filled lockets 
direct to the retail trade: commission 
basis; hustler can work into good posi- 
tion. Address “‘A., 8780,’ care Jewel- 
ers’ Circular-Keystone. 





———— 


MANUFACTURER of exclusive line of 
wedding rings and single stone mount- 
ings, offers excellent opportunity to 
satisfactory man traveling on the Pagj- 
fic Coast, and also man for the South: 
commission. Address ‘‘T., 8843,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, with established retail fo|- 
lowing, who carries more than one line 
to represent manufacturer of sterling 
silver marcasite brooches; references 
required; state territory. Address “T., 
pol care Jewelers’ Circular-Key- 
stone, 





IF YOU HAVE a large following and can 
do a volume business, write us im- 
mediately; we manufacture an out- 
standing line of lockets and chains and 
watch attachments, selling direct to the 
retail trade; state fully past experience 
and references. Address ‘“R., 8807,” 
care Jewelers’ Circular-Keystone. 





SALESMEN with wide high grade trade 
acquaintance, covering major jewelry 
centers North and South America, to 
sell largest and nationally known line of 
exclusive European diamond papers also 
stone papers, also internationally used 
Gem Sheet Wax; give detailed qualifica- 
tions and territory desired; liberal com- 
mission arrangement. I. Kassoy, 7 W. 
45th St., New York. 





SALESMAN WANTED; a manufacturer 
of a beautiful line of diamond engage- 
ment rings, wedding rings, mountings, 
emblems, ete., is desirous of making 
connection with a salesman covering the 
States of Illinois, Wisconsin, Iowa and 
Kansas, as a side line; we manufacture 
a first class line and the salesman must 
understand jewelry and be well estab- 
lished with the trade; no advance draw- 
ing account, but if a man shows re- 
sults the first six months we will have 
a big proposition for him; give informa- 
tion in detail in first letter, as to what 
line you carry, etc. Address “F., 8787,” 
care Jewelers’ Circular-Keystone. 








Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, an experienced railroad watch 
salesman for outside work; ample ter- 
ritory, steady employment; good pay. 
A. W. Gholson, Henderson, N. C 





GOOD OPPORTUNITY for watchmaker 
and engraver, a connection long estab- 
lished jewelry business. Inquire Post 
Office Box 448, Rock Hill, S. C. 





WANTED WATCHMAKER, jeweler and 
engraver; state salary expected; refer- 
ences and age in first letter; steady 
work. Friedmans Jewelers, Savannah. 
Ga. 





SALESMAN WANTED, carry popular 
priced gold ring line for the State of 
Texas and surrounding territory; estab- 
lished line. Address ‘“‘N., 8768,’’ care 
Jewelers’ Circular-Keystone. 





WANTED, combination engraver, stone- 
setter and jeweler; prefer young man 
who can help with other details; 
pleasant working conditions; send ref- 
erences in first letter. Wynnes’ Jewel- 
ers, Griffin, Ga. 
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HELP WANTED—Continued 


———— 


— 


WANTED first class watchmaker, young 
and neat, one who can do light jewelry 
repairing and help wait on trade; posi- 
tion in North Carolina. Address “i. 
9759,” care Jewelers’ Circular-Keystone. 





WATCHMAKER - ENGRAVER, com- 
bination man; permanent position. 
Address “B., 8730,” care Jewelers’ 
Circular-Keystone. 


JEWELER, in Middlewest, one who can 
do repairing and some new work; give 
age, reference, experience and wages 
expected in first letter. Address “G., 
8788,"’ care Jewelers’ Circular-Keystone. 





RETAIL SALESMAN, window dresser, 
must have credit experience, for New 
York City; state full particulars in first 
letter. Address ‘‘W., 8812,’’ care Jewel- 
ers’ Circular-Keystone. 





WANTED, OPTOMETRIST, registered in 
Connecticut; old established reputable 
jewelry store; city 30,000 population. 
Address ‘‘Y., 8813,’’ care Jewelers’ Cir- 
cular-Keystone. 


calling on department 
first class jewelers; gold- 
solid gold line direct from 
Address > 8851,” 
Circular-Keystone. 


SALESMEN 
stores and 
filled and 
manufacturer. 
care Jewelers’ 


awake combination 
watchmaker and salesman to. take 
charge of good small store. Address 
“H., 8831," care Jewelers’ Circular- 
Keystone. 


WANTED, wide 





AMBITIOUS young man, credit store ex- 
perience, capable of promoting sales 
and trimming effective windows; excel- 
lent opportunity for live wire. Stew- 
art’s, 442 Main St., Stamford, Conn. 





WATCHMAKER, must be first class on 
railroad and small watches; Florida 
City; state salary, references, age and 
experience in first letter. Address ‘“‘R., 
8842,’’ care Jeweiers’ Circular-Keystone. 





WATCHMAKERS; permanent position, 
trade shop in Middle West; able to re- 
pair Swiss and American watches of 
all makes; give full particulars in first 
letter. Address “S., 8844,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKERS, able to do retail and 
trade work, also rebuild watches; per- 
manent position to those who can 
qualify; state your experience and sal- 
ary in first letter. Address ‘‘W., 8846,”’’ 
care Jewelers’ Circular-Keystone. 





WATCHMAKER WANTED, must be 
good on all makes of watches; steady 


worker and reasonably fast; permanent 
position; give full particulars with ycur 
application. Address “V., 8845,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER WANTED; 
particular, conscientious 


must be 
worker, with 


good set of tools; state age, religion, 
experience at bench only; steady job; 





good salary. 3oldizsar, 990 Lexington 
Ave., New York City. 
WANTED AT ONCE, watchmaker, 


jeweler and engraver; give age, refer- 


ence, experience, salary expected: job 
is permanent to the right man. Hill's 
Jewel Box, 952 Broad St., Augusta, 
Ga. 





YOUNG LADY, 
ographer; must 
and quick at 
8880," care 
stone. 


bookkeeper and _sten- 
be experienced, writer 
figures. Address “M., 
Jewelers’ Circular-Key- 





SALESMAN to carry line of platinum 
watch cases, rings and attachments 
for West Coast territory, one with 
tablished following; also man for mid- 
western territory. Address ‘‘K., 8836,” 
care Jewelers’ Circular-Keystone. 


€s- 





WATCHMAKER, must be first class me- 
chanic, one who can produce and do 
close regulating; permanent position for 
right man; state references, age, mar- 
ried or single, salary expected. Box 26, 
Columbus, Ohio. 





WANTED; manufacturing jeweler and 
diamond setter; must be good all around 
jeweler; references as to ability, char- 
acter and honesty essential. Address 
‘“*J., 8791," care Jewelers’ Circular-Key- 
stone. 





WANTED; man experienced in jewelry 
window display; make own cut display 
signs, price tickets, write newspaper 
ads; advise age, experience, references; 
come to New Orleans. Address “‘A., 
8729,’ care Jewelers’ Circular-Keystone. 





WATCHMAKER AND SALESMAN; 
Wisconsin; state age, experience, salary 
expected, nationality, married or single; 
send references: steady position to 
right party. Address “J., 8763,’’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER WANTED, at least five 
years’ experience; must be good on all 
makes of watches; permanent position 
to right man; give complete details in 


first correspondence; established 48 
years. Address “‘J., 8739,’ care Jewel- 
ers’ Circular-Keystone. 


SALESMEN; jewelry, 
stationery store, etc., 


drug, 
to carry 


department, 
as side 


line an outstanding new line of foun- 
tain pen desk sets retailing at $1.00; 
most territories open: liberal commis- 


sion; give full particulars. Address ‘‘J., 
8756,"’ care Jewelcrs’ Circular-Keystone. 


ALL AROUND jobbing jeweler; one who 


can do engraving preferred but not 
necessary; state age, experience and 
wages desired, whether married or 
single Youngstown, Ohio. Address 
“W., 8882,” care Jewelers’ Circular- 
Keystone. 


SALESMAN WANTED to carry manu- 
facturer’s platinum diamond line in 
the Middle West, calling on retail 
trade; must be experienced, have 
high references and producing abil- 
ity. Address “C., 8805,” care Jewel- 
ers’ Circular-Keystone. 


LARGE CREDIT jewelry concern offers 
splendid opportunity to limited number 
of jewelry men with from $1,000 to 
$3,000 to invest, to be their own store 
proprietor; plans and arrangements 
now in progress; best trade references; 
all inquiries strictly confidential. Ad- 
dress ‘‘A., 8815,” care Jewelers’ Cir- 
cular-Keystone. 


A LARGE MANUFACTURER of 
mounted diamond rings and mount- 
ings wishes a representative who has 
experience and an_ established 
clientele in the Middle West and 
South; exceptional opportunity for 
the right man; state full particulars 
in first letter. Address “*Q., 8869,” 


eare Jewelers’ Circular-Keystone. 











REPUTABLE MEN, with following 
amongst wholesale, retail and manufac- 
turing jewelers, to sell loose diamonds 
and diamond jewelry, purchased mostly 
from estates, bankruptcy sales and 
pawnbrokers unredeemed pledges; re- 
ply in confidence, stating past expe- 
rience, references, and ability to procure 
bond if necessary. Address ‘“‘L., 8741,” 
care Jewelers’ Circular-Keystone. 





COMBINATION JEWELER, diamond 
setter, engraver; permanent position 
for first class, all around man, with 
trade shop experience on special 
orders and jewelry repairs; must be 
A-1 diamond setter; engraving sec- 
ondary; full particulars, references, 
salary first letter. Address “K., 
8740,” care Jewelers’ Circular-Key- 
stone, 





A MANUFACTURER is desirous of a man 
who has the knowledge of mountings, 
wedding rings, emblems and _ special 
order work; one who is capable and has 
the inclination to work himself up as 
foreman should an opportunity be given; 
state salary, age, experience and where 
in the past employed; wonderful oppor- 
tunity for a man with ability; must be 
fast and good: only a man with factory 
experience will be considered. Address 
“B., 8804,’ care Jewelers’ Circular-Key- 
stone. 





LEARN watchmaking, engraving, 
jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job - training in today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago S-hool of 
Watchmaking, 641 Ashlan« Block, 
Chicago, II. 








For Sate. 
Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents 2 word 





WATCH REPAIR and jewelry business 
in Iowa town of 25(0; $1500 cash is 
required to handle. Address “F., 8734,” 
care Jewelers’ Circular-Keystone. 





FOR SALE, long established small jewelry 
store, modern fixtures, only jeweler in 
town; stock optional; other interests; 
must sell; reasonable. Gem Shop, Wood- 


mere, L. L., N. Y 





LOAN OFFICE; old established, good 
location, cheap rental, can be handled 
with about $5000; selling on account of 
sickness. Charles Sloan, 6315 Franks- 
town Ave., Pittsburgh, Pa. 





STORE in heart of New York City; ex- 
clusive, 100 per cent location, lowest 
rent in neighborhood; no auctioneers; 
will sell to quick cash buyer. Address 
“B., 8849,” care Jewelers’ Circular-Key- 
stone. 





OLD ESTABLISHED wholesalers in large 
Western Rocky Mountain city will sell 
material department; unusual opportu- 
nity for cash; inquiries held confiden- 
tial. Address “‘F., 8760,’’ care Jewelers’ 
Circular-Keystone. 





FOR SALE, well established jewelry 
store, county seat Southwestern Min- 
nesota; clean stock, $3,000; fine fix- 
tures; railroad watch inspection; over- 
head very low; all the repairing you 
want; write for details. Address “F., 
8607,’"’ care Jewelers’ Circular-Keystone. 





(Continued on page 166) 
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santana a ahi 





Special Notices 


(Continued from page 165) 








FOR SALE—Continued 











YOUNG COUPLE; excellent opportunity 
to acquire only jewelry store, Mid 
West community; closing estate, little 
cash required. Address ‘‘F., 8828,’ care 
Jewelers’ Circular-Keystone. 





GOOD watch repair store for sale; long 
established Midtown section; short 
hours: good reason for selling. Address 
‘*A., 8876,’’ care Jewelers’ Circular-Key- 
stone. 





FOR SALE, established jewelry store, 
short lease with option; up to date fix- 
tures, Neon sign with clock; no stock; 
will sell very reasonably. I. Jasik, 122 
Mulberry St. near Market St., Newark, 


aN. 





JEWELRY SHOP for sale in Cedar 
Rapids, Iowa, established 17 years; good 
money-making opportunity for a good 
man, Going work for 33 stores at pres- 
ent; ill health is cause. Address “‘R., 
8774,’° care Jewelers’ Circular-Keystone. 





JEWELRY STORE, long established, 
heart of New York East side shopping 
center; very low rental, must sacrifice 
on account of illness; splendid oppor- 
tunity; stock, fixtures, good will $6500; 
will consider partnership. Address ‘‘A., 
8873,"’ care Jewelers’ Circular-Keystone. 





FOR SALE, watch repairing and jewelry 
store, in fast growing section of Los 
Angeles; established repair business; 
small jewelry stock, materials, fixtures; 
low rent, lease, living quarters; reason 
for selling, owner returning to England; 
sacrifice $950 cash. Address ‘‘Y., 8847,” 
care Jewelers’ Circular-Keystone. 





THE LEADING old time jewelry and 
optical business, located in Northeast 
Missouri; the proprietor is very old and 
wants to retire and is offering to sell 
at a big discount; write at once if you 
are looking for a good business at a 
big bargain. Address “X.Y.Z., 8068,” 
care Jewelers’ Circular-Keystone. 





FOR SALE, retail jewelry store: nice 
clean modern stock; oldest established 
store with splendid reputation, best lo- 
cation in one of Florida’s best cities; 
resident population over 10,000; very 
popular tourist center; wonderful op- 
portunity ; owner died. For particulars 
write to Mrs. E. C. Brossard, 225 Main 
St., Sarasota, Fla. 





FOR SALE, fine, well established jewelry 
store in Ohio city of 18,000, now doing 
good business and making money; the 
best location in city and on the right 
side of street: stock will invoice about 
$10,000 and fixtures are modern and 
practically new, they were built for this 
store and cost $8,500; will sell cheap; 
stock will be reduced to any figure that 
is suitable; act at once if interested. 
Address “P., 8841,” care Jewelers’ Cir- 
cular-Keystone. 








For Sale. 


Tools, Equipments, Merchandise 
Minimaum charge (25 words) $1.50 
Ad. ‘ional words, 5 cents a word 








JEWELER’S SAFE with special drawers, 
$75 delivered. Krasilovsky, 139 Grand 
St., New York. Caledonia 5-4672. 











SAFES with and without chests; vault 
doors $50 up; safes and machinery 
moved. Standard Safe Co., 138 La- 
fayette St., New York. Canal 6-6430. 





ANTIQUE French and English clocks; 
electric master clock and _ secondary; 
Seth Thomas regulators, 60 beats; larger 
wall clock cases, porcelain dials. Wm. 
Romaine, 96 Liberty St., New York City. 





FOR SALE, a perfect specimen, scien- 
tifically known as a “Diary’’; yes for 
brilliandis. For further information ad- 
dress Anthony Piotrowski, 208 N. Hal- 
sted St., Chicago, Il. 





FOR SALE, dies and tools complete; 
heart, oval, round lockets, one inch to 
two inches, five sizes to each shape. 
James Granger, 11 Governor St., 
Newark, N. J. 





FOR 12 OZ. of any gold filled scrap or for 
$7 we will send a good assortment of 20 
used Elgin, Waltham, etc., movements. 
game Watch Co., 5 S. Wabash, Chicago, 
Ill. 





SHOP EQUIPMENT, benches, tolishing 
dust collectors, presses, dies, drop ham- 
mers, rolls, furnaces, scales, safes, bot- 
tom prices; favorable terms. Leiman 
Bros., 152 Christie St., Newark, N. J., 
and 23 Walker St., New York. 





FOR SALE, thousands of dies and tools 
for lockets, rings, pendants, crosses. 
brooches, emblems, bracelets, knives 
cuff buttons. Breslavsky Bros., 64 Ful 
wea” New York City. Beekmar 





AMERICAN REBUILT WATCHES, com- 
plete or movements 7 to 23 jewel, 
grades standard makes; we buy your 
surplus watches; check by return mail 
same day as received; get our prices on 
rebuilts. Klar & Winterman, 2310 Elm 
St., Dallas, Texas. 





FIXTURES FOR SALE: modern flatware 
table 9 ft. 5 in. x 26 in., 38 in. high, 
solid mahogany, and plate glass contain- 
ers, 36 trays to hold samples of 12 pat- 
terns, also 12 x 2 mahogany illuminated 
wall case with glass shelves, both cost 
$900.00, will sell for $300.00. KE. J. 
Scheer, Inc., Rochester, N. Y. 





W. W. LATHE 16 chucks $18.00; set of 
watchmaker’s tools $18.00; 75-12 s. 
Elgin and Waltham Movements 7 to 
17 J., $1.50 to $3.00 each; 992 Hamil- 
tons, $10.00 to $20.00 each; 100 gross 
main springs, for American watches, 
$4.00 per gross. J. R. Binder, 2540 
Harriet Ave., Minneapolis, Minn. 








Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its adver- 
tising columns clean. Advertisers under 
Business Opportunities, etc., must furnish 
trade references. Announcements must 
pass the strict censorship requirements of 
The Jewelers’ Circular-Keystone. 





WANTED TO BUY a small repair busi- 
ness; must have plenty watch work: 
will consider half interest in one. Ad- 
dress ‘“‘B. L., 8765,’ care Jewelers’ Cir- 
cular-Keystone. 





WANTED. WATCHMAKER who will buy 
interest in paying jewelry store. located 
in good Virginia town; all replies con- 
fidential; must have good reference. 
Address ‘'M., 8795,’ care Jewelers’ Cir- 
cular-Keystone, 





EDWARD R. TYLER, Auctioneer ; a rec. 
ord of 30 years of success, conducting 
high-class legitimate auctions for jewel. 
ers. Address 6237 Champlain Ave, 
Chicago, IIl. ‘ 





HIGHEST CASH PRICE for surplus dia- 


monds, watches, jewelry, old gold; 3} 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 








GANSBERG BROS., INC., will buy your 


surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; bank 
and trade references of the highest 
character. Write 37 Maiden Lane, New 
York. Telephone John 3454. 





IS YOUR STORE for sale, do you want to 


raise cash, use my auction sales plan, 
advertising cost very low; you will make 
a profit and I protect your reputation; 
all inquiries confidential, ask about my 
plan. Wm. N. Johnston, 253 Orchard 
Street, Sharon, Penna. 





SPECIAL NOTICE; is your business for 


sale? We have liberal buyers; commu- 
nications confidential; will also pur- 
chase part or all of your stock. Brook- 
lyn Purchasing Syndicate, Frank 
Walker, Proprietor, same address 38 
years, 610 Broadway, Brooklyn, N. Y., 
Evergreen 8-1798. 





BE A LIVE WIRE JEWELER; ex. 


change your dead stock of diamonds 
for desirable sizes you can sell: 
check or diamonds by return mail. 
B. C. Jaffe, 45 W. 47th St., New 
York, Phone Bryant 9-7082. 





ATTENTION jewelry store owners; is 


your store for sale, does your store re- 
quire additional financing? We are in- 
terested in expanding into a _ chain 
organization; let us assume your diffi- 
culties and assure you of a steady in- 
come; best references: all inquiries 
confidential. Address ‘‘B., 8816,’ care 
Jewelers’ Circular-Keystone. 








WE PAY MORE; before selling 


jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return mail; best references. 
Colmes Brothers, Room 527, 18 
Tremont St., Boston, Mass. 





JAMES L. HAND, Jewelry Auctioneer, 


87 Nassau Street, New York City; 
largest and most distinguished sell- 
ing record of any Auctioneer in 
America; ethical auctions conducted 
for jewelers of reputation; highest 
cash prices paid for entire stocks; 
your store listed free; have prospec- 
tive buyers waiting; established 25 
“ee. highest reference; free book- 
et. 








GET THE CASH AND MORE, too, from 


us; we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence; 
ship your dead or surplus stocks to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfied, you will too; bank and 
trade references upon request; wire to- 
day to have our representative call if 
you have a complete stock to close out, 
otherwise ship your surplus goods and 
receive cash. Gordon Bros., 18 Prov- 
ince St., Boston, Mass. 
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Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED TO BUY one set each of gold 
and diamond = scales. Address “‘E., 
8733,"’ care Jewelers’ C.rcular-Keystone. 





WANTED; jeweler’s modern cash regis- 





ter; will pay cash; give complete in- 
formation. Address ‘“‘D., 8784,’’ care 
Jewelers’ Circular-Keystone. 

CASH for dead stock, watches, watch 


eases, jewelry, movements, old or new 
wrist watch bands, collar buttons, etc. 
B. Lowe, 1298 Kesner Bldg., Chicago, 


Ill. 





CASH FOR DIAMONDS; any condition ; 
old mine, broken, chipped or burnt; 
any size and quantity. Drilling, Dia- 
mond Cutter, 224 Santa Fe Building, 
Dallas, Texas. 





HIGHEST CASH PRICES paid for your 
old silver, hollowware and flatware; 
patterns preferred: Fairfax, Colonial, 
Deerfield, Old French, Chantilly, Lilly, 
Violet, Cambridge, Lancaster, Butter- 
cup and Lafayette. Lec & Welch, 2158 
Center St., Berkeley, Calif. 





JEWELRY STORE in South or South- 
west, must be in city of 25,000 to 50,000 
population; must state good reason for 
wanting to sell; all replies held in strict 
confidence; this ad is by a jeweler who 
intends to continue the business. Ad- 
dress ‘‘N., 8744,’’ care Jewelers’ Circu- 
lar-Keystone. 





FROM OUR EXPERIENCE in the jewelry 
business, we know that often it is nec- 
essary to take silver, both flat and hol- 
lowware, in exchange; the average 
jeweler has no outlet for this class of 
merchandise except to the refiner at old 
metal prices; we can use this silver 
and will pay much larger prices than 
the old silver value; send to us for 
cash offer; we will pay highest cash 
price for old mine diamonds, antique 
and diamond jewelry. Julius Goodman 
& Son, 43 South Main St., Memphis, 
Tenn. 








Watch Work for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





HAIRSPRING VIBRATING, flat 75c, 
Breguet $1.00: balance staff $1.00. 
a B. Steffes Co., Box 162, Springfield, 





WATCH REPAIRING for the trade; ex- 
pert mechanic on all sizes and makes; 
prices r asonable; quick service. Paul 
Schemichen, 17 Ludlow St., Waterbury, 
Conn. 





FOR QUICK SERVICE and skilled work- 
manship, send your watchwork to a 
Hurtubise, 35 East Wacker Drive, Chi- 
cago; estimates furnished on request; 
all work guaranteed. 





WHEN YOU WANT better work done 
send it to Coopers, watchmakers to 
the trade; efficient mail service, 48 


W. 48th St., New York. 








WATCH REPAIRING for the trade since 
1902; special attention to out of town 
accounts; send for price list. Dershin 
Watch Co., 106 Fulton St., New York 
City. 


GUARANTEED watch repairing, for the 
trade; established 1910; highly skilled 
workmanship at positively lowest prices ; 
prompt mail service; trial convinces: 
send for price list. Wolf 920 
Chestnut St., Philadelphia, 


Bros., 
Pa. 


SKILLED, dependable, guaranteed, 
watch repairing for the trade; out of 
town accounts solicited by L. Kane, 
2396 Morris Ave., Bronx, N. Y. Moder- 
ate prices; references furnished; prompt 
service. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished; 
out of town accounts solicited; Holmes 
Protection, Haskel Melnick, 70 Fulton 
St., New York. 





HIGH GRADE watch repairing for the 
trade ; prompt service, reasonable 
prices; all work guaranteed; a trial 
will convince you; crystals fitted for 
any watch. George Crystal & Co., 613- 
614 Metropolitan Bldg., Detroit, Michi- 
gan. 





EXPERT European trained watchmaker 
of 18 years’ experience, solicits your re- 
pairs for the trade, furnishing you ex- 
cellent workmanship; reasonable prices 
and the best of references; all watches 


carefully inspected and timed before 
leaving my office. F. J. Alves, 1403 


Springfield Ave., Irvington, N. J. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 





WATCH REPAIR establishment for 
the trade since 1918; out of town 
orders carefully attended to. I 
Kunnel, 2 West 47th St., New York 
City. Phone Bryant 9-5065. 








Co Let. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 





WE DISMANTLE, MOVE AND INSTALL, 
jewelry factories. Krasilovsky, Safe & 
Machinery Movers, 139 Grand St., New 
York. CAnal 6-2500. We also buy and 
sell safes. 








Co Exchange 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





GOOD ASSORTMENT of 20 movements 
sent for 12 oz. of any gold-filled serap: 
write for price list of movements. LBL. 
Lowe, Kesner Bldg., Chicago, Il 


Special Order Mork and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a woro 





YEALERS EVERYWHERE are quick to 
realize the advantage of service from 
Atlanta; strictly factory prices and 
policy; your net service charge is 17 
cents, combine all make pens under one 
mailing to Miller’s Authorized Service, 
Atlanta, Ga. 





PENS REPAIRED FOR DEALERS, 
fountain pens, desk pens, “Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 








Wanted To Rent 


Minimum Charge (25 words $1.50) 
Additional words, 5 cents a word 











OFFICE SPACE for rent, very good light, 
desirable building. Room 904, 665 Fifth 
Ave., New York City. 





FOR RENT, fully equipped polishing shop; 
reasonable. Room 1604, 74 W. 46th St., 
New York. 





VERY LIGHT SPACE for rent, in jewelry 
shop; reasonable rent. 74 W. 46th St., 
Room 503, New York City. 





NEW JEWELRY STORE for rent, com- 
plete with fixtures, electric signs and 
safes; best location in city; two win- 
dows; 12% ft. x 65 ft. optical room, heat 
free. 463 Broadway, Bayonne, N. J., 
must contact L. G. Cohen, 2 Custer Ave., 
Newark, N. J. 





$#iscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LEARN precious stone cutting; individual 
instruction ; also course in precious and 
semi-precious stones. J. J. Stewart, 
Laer. 22 W. 48th St., New York 

ity. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. ‘ Polachek, 
1234 Broadway, New York. 





LEARN ENGRAVING, designing, chas- 
ing, wax modeling at Wehde Studios of 
Jewelry and Metal Craft, associated 
with Newman School of Art, Orlando, 
Florida; send for prospectus. 





WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: ‘‘Rules and Practice for Adjust- 
ing Watches’’ and “Practical Balance 
and Hairspring Works’’; circulars free. 
Walter Kleinlein, Waltham, Mass. 
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THE STERLING FLATWARE PATTERN INDEX 








All Books daily by 

are sold leading 

CASH Jewelers 
With Order ® every where 


An absolute necessity in tracing patterns to be matched. An excellent means of suggesting pat- 
tern names to customers. 

The illustrations are printed exact size on fine coated paper. The pattern names, printed on ledger 
paper, are arranged alphabetically under one combined index—and again according to companies 
using them. 

It is arranged in loose leaf form with a durable cowhide leather ring binder. About every two 
years revision sheets (at nominal cost) can be conveniently inserted, and the work kept up to date. 


CHESTNUT AND 56TH STREETS, PHILADELPHIA, Pa. 








THE JEWELERS’ CIRCULAR-KEYSTONE 
239 West 39th St., New York, N. Y. 








Ra Sa carne bacedewes tae weewats 
Send THE STERLING FLATWARE PATTERN INDEX. Remittance $................... is enclosed. 
We want the complete set with binder O 
We want the complete set without binder ([) 
ee ee ee ee 
\ Without binder, $10.00 
PRICE | With binder, $15.00 ED sia Gacseenbewee ns wera eawewiee ewe eerss 
DEE iskageesdvaten wecekesuseubtennsavintatiansa 
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ACROSS 
EDITORS 


p ointing out that the manufacturing 
jewelry industry will be restricted in meeting its peak 
production requirements because of the Fair Labor Stand- 
ards Act, effective Oct. 24, the New England Manufac- 
turing Jewelers’ and Silversmiths’ Association is urging 
buyers of medium and low-priced jewelry to make Christ- 
mas purchases as early as possible. 

The association, in a letter sent to more than 750 jewel- 
ry buyers, says that the action was taken after special 
consideration of the problems by the manufacturing indus- 
try and at its request. The letter calls attention to the 
following important facts regarding the situation: 

1. The customary work week in the industry for the Fall sea- 
son heretofore has been unlimited and has ranged from 50 to as 
high as 70 hours without overtime and with compensating shorter 
schecules for employes during the off season. 

2. The percentage of the cost of direct labor to the normal 
selling price of the incustry’s products has ranged from 25 to 50 
per cent. These figures are taken from reports of the United 
States Department of Commerce. 

3. The net profit on sales in the industry on a percentage basis 
has been very small indeed. 

“Tt can, therefore, be readily deduced,” says the asso- 
ciation, ‘“‘that if goods have to be produced after 44 hours 
of work at a 50 per cent increase in the cost of labor, they 
would be produced at a substantial loss. Buyers have re- 
peatedly stated to us ‘we have never yet failed to get mer- 
chandise.’ While we believe this to be a true statement, 
we feel that present conditions, as indicated above, are 
such that the matter should be given your very careful 
thought. 

“We, as an industry, seek your cooperation, feeling 
that our interests are identical. We do not ask you to over- 
extend your buying, but only to make your normal com- 
mitments just as early as possible, remembering that the 
industry’s prices were set prior to the enactment of this 
law, and the fact that material and labor prices are rising 
under it. 

“We will make every effort, on the other hand, to co- 
operate with you to the end that we may both have the 
utmost benefit of the season’s volume. Please try to place 
your orders so that goods may be made before the new 
law is operative, even though shipments be made at a 
later date.” 

We would second this good counsel, and add that the 
same advice applies to ordering all merchandise of domes- 
tic manufacture. Orders placed now will insure delivery 
of Fall, holiday and Winter Stocks, at current prices. 
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C esteialy one service performed 
for business by a Government agency that should not be 
discontinued is the current statistical work of the Bureay 
of Foreign and Domestic Commerce. This service should 
receive an award from the Central Statistical Board which 
has been designated by the President to investigate goy- 
ernmental requests for information from businessmen. 
This service, which envisages the measurement of the flow 
of goods from the manufacturer into the hands of the 
consumer, has proved of great value to all businessmen 
who study the figures and currently use them. Each 
month this journal has printed for the benefit of its read- 
ers the changes in retail jewelry sales by states in those 
states now being covered. It is our hope and the hope of 
businessmen throughout the nation whom we have con- 
tacted that this service be expanded to cover all 48 states, 
and that the service secure information on wholesale 
activities in the important jewelry markets of the United 
States. 

The Market Research Division of the Bureau of For- 
eign and Domestic Commerce, which has been responsible 
for this work, should be commended for the job it has 
done. Since January of 1936 it has increased the number 
of reporting states from three to 28, with approximately 
25,000 retailers furnishing information at the present 
time. Among these are 850 retail jewelers, with an ap- 
preciable increase expected in the near future when data 
will be available for Pennsylvania and Florida. 

It should be borne in mind that all of this information 
is collected on a voluntary basis, and businessmen would 
not furnish it as eagerly as the figures indicate unless the 
service was of real value. Individual store figures are 
held in absolute confidence by the Bureau of Foreign 
and Domestic Commerce and only combined figures which 
cannot disclose the operation of any individual establish- 
ment are shown. 

The bureau should further be commended on the fact 
that its statistics appear immediately after the period to 
which they pertain. Readers of this journal who are 
desirous of participating in this business service and re- 
ceiving detailed monthly bulletins should write to Edward 
L. Lloyd at the Bureau of Foreign and Domestic Com- 
merce, Washington, D. C. 


Lands are the very heart of the 
jewelry industry. ‘Therefore the trade is greeting with 
three cheers “The Diamond Book,” which will be dis- 
played for the first time at the forthcoming convention of 
the National Association of Credit Jewelers in Chicago. 

“The Diamond Book” deserves the highest praise as an 
outstanding achievement in diamond promotion. It has 
16 pages and covers in four-color lithography, provides 
salient facts about diamonds, their history, production and 
cutting, and cannot fail to generate in its readers real 
desire to own fine diamond jewelry. 

In view of the fact that more than 100,000 of these 
booklets were ordered in advance of publication, it is not 
difficult to conjecture the profound effect ““The Diamond 
Book”’ will have in stimulating sales of diamonds, precious 
jewelry, and—indirectly—allied merchandise sold in the 
jewelry store. 
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No EXTRA CHARGE 
WITH THESE SE} 


26, 29 and 35 Piece’ 


‘ 


Services for Six 


37, 45 and 53 Piecal 


TARNISH PROOF Sievicor for Ball 


Approved by GOOD HOUSEKEEPING INSTITUTE . 
SAVING 


35 Piece Service . $4.75 
37 Piece Service. 6.27:5 
Built for use in the home .. . just as efficient as the standard lid-style 45 Piece Service . 6.75 
53 Piece Service . 10.25 


chest, with the added advantage that the cover can be removed... CRYSTAL COVER 


a quality-built solid-wood cover and base ... hand-rubbed to a glossy WITH EVERY SET 








Brown Mahogany “ piano-finish.” 





| 


COMMUNITY PLATE 

















